Oil Heat Firms 
Plan Stepped-Up 
‘49 Ad Campaigns 


Production Goal Set 
25% Higher; Harder 
Selling Is Assured 


By JoHN MILLER 
CuicaGo—The nation’s oil burner 
manufacturers, who still shudder 
over the fuel shortage and scare 
headlines of 1947, plan to step up 
production 25% this year and mar- 
cet that output with some old- 
ashioned hard selling. 
The oil industry’s distribution 
lifficulties in the last half of ’47, 
oupled with industry and gov- 
prnment warnings to the public, 
pimost knocked out the burner 
ind accessory manufacturers and 
heir distributors. 
But the burner industry re- 
overed last year to produce and 
nstall a total of 438,000 power- 
riven units, and it has set a 
boal of 550,000 for 1949. No one, 
owever, expects the public to grab 
hose burners without thorough 
merchandising by manufacturers. 
he postwar rush type of pur- 
hases, which sent 1947 output 
oaring to a record 888,000 units, 
Ss over, and producers know they 
ust go back to prewar sales 
1ethods. 


Among leaders in the oil heat 
dustry, Williams Oil-O-Matic 
vision of Eureka Williams Corp., 
Bloomington, Ill., largest single 
lanufacturer, intends to increase 
S production and to boost its 
romotion and merchandising ac- 
lvities considerably. Another, 
imken Silent Automatic divi- 
ion, Timken-Detroit Axle Co., 
ackson, Mich., has hiked its ad- 
ertising and sales promotion bud- 
et for the first half of ’49 about 
5% over the amount invested 
wing the first half of ’°48. Cam- 
aigns in national magazines will 
et under way late this month. 
Manufacturers who comprise 
hother segment of the industry, 
l@ producers of space heaters, 
arketed about 2,000,000 units in 
47. Last year’s output was 1,- 
0,000 heaters, and the same total 
se. for ’49 and ’50. Manufac- 
wer; of heavy duty oil-burning 
tuipment for industrial use ex- 
ect (o attain a new production 
dsiles peak this year. 


Be ter, more efficient heating 
ls ;re coming, too, a point not 
ly mphasized by the manufac- 
‘er but in the national adver- 
in; of the American Petroleum 
Si. ite, whose directors have ap- 
° d a $1,850,000 fund for the 
du ury’s 1949 information pro- 
an Advertising will take about 
90 100 of the fund, which is ad- 
‘ni tered by the trade group’s 
|| dustry Information Commit- 


C\ rent ad copy, speaking for 
‘Soup, emphasizes that “Amer- 
t's 14,000 oil companies are con- 
‘y engaged in traditional ri- 
Continued on Page 65) 


Agency Billings 


Next week’s issue will con- 
tain the annual exclusive AA 
estimate of 1948 billings of 
all agencies handling more 
than $5,000,000 in volume. 
In addition, this annual fea- 
ture this year has been ex- 
panded to include a list of 
smaller agencies which have 
cooperated with ADVERTISING 
AGE in supplying their bill- 
ings figures. 


U.S. Ad Groups 
Deny ‘Slavery 
to Statistics’ 


Refute British Charge 
on Standard Market 
Forms for Dailies 


New YorK—The American Asso- 
ciation of Advertising Agencies and 
Bureau of Advertising, ANPA, 
jointly struck back today at the 
recent charge of the British pub- 
lication, Advertiser’s Weekly, that 
American advertising is “fast be- 
coming a slave to statistics.” 

The charge, reprinted in AA 
flast Sept. 13, was leveled primarily 
at the current Bureau-Four A’s 
project of producing § standard 
market data forms for every 
United States city where a daily 
newspaper is published. It was 
made by an Advertiser’s Weekly 
correspondent. 


a Fred Barrett of Batten, Barton, 
Durstine & Osborn, member of the 
Four A’s newspaper committee, 
and William G. Bell, research di- 
rector of the bureau, ridiculed in 
a letter the Advertiser’s Weekly 
argument that such data could be 
gathered as easily “from some 
central American organization.” 

“Granted that an agency could 
gather all the information it needs 
from government sources (which 
the Advertiser’s Weekly article ad- 
mits are lacking in Britain) ,” they 
wrote, “it would be a colossal job 
to do it for every newspaper city 
and trading area in the United 
States. 

“The author of this article says, 
‘And presumably every paper in 

(Continued on Page 69) 


Market and Media 


data for the asking. See 

‘Info for Advertisers,’ 

Page 46. Other features: 
SE, sunrenncscatbbietdtiniperynimicvceseneniies 12 
Advertising Market Place ...................000.. 46 
NTIS PONIES TOTIIND ocsesievecscccacnssococsznte 50 
CR COTTRIINOED  ocsccseciccccccccsccscessocesese 15 
Creative Man’s Corner .........:ccccccceeeeceeeees 64 
Department Store Sales ...........cccccccceeeeee 28 
IE tudes sccilsstiisddligoundloccuscttoeusrnstuiih 12 
TIE Nia ond sas ondeeboadibeadiniagieitel 16 
eI. cccininsivsnngvascnenesiseiboobibmniedeinl 48 
ee ite lisecentndusihinataineniseumuitedia 67 
Photographic Review  ........ccccccccsccecceeeeeees 53 
SE IIIS 5 wesddslansebbiguednsntnsenuncenaxnieteteed 71 
III, Sesnrteiemstenmseitboieiubvetedoiesestincal 12 
Salesense in Advertising .............:c0.0000 10 
Teleradio Man's Corner ........cccccssssseseeees 62 
Voice of the Advertiser 60 


Sun Glass Group 
Uses Standards 
As Sales Wedge 


Safety Criteria Basic 
Theme of Plate Glass 
Group in Specs Battle 


New YorK—The battle of the 
sun glasses is on. 

Last week the New York Times 
carried a relatively innocuous ad- 
vertisement, but loaded with dy- 
namite. The copy showed a new 
seal, and its headline was provoc- 
ative: “When you know these 
facts...can you feel safe with 
last summer’s sun glasses?” 

The copy said flatly that “every 
year the American public pur- 
chases a terrific quantity of sun 
glasses that have lenses of in- 
ferior and even injurious optical 
quality and performance,” and de- 
clared that this seal, the imprint of 
Safety Standards for Sun Glasses, 
Inc., is necessary to point out 
clearly to the public and trade 
which sun glasses are dependable 
for safe optical performances. 

The copy promised that an in- 
dependent testing laboratory will 
maintain a control check so that 
only lenses of safe performance 
may bear the seal. The word lenses 
carried an asterisk for the foot- 
note: “Lenses made of ground and 
polished plate glass thereafter 
thermally curved.” 


ws The footnote is the tip-off to 
an industry controversy: Lenses 
for sun glasses are made by pro- 
cessors, who grind and polish or 
draw them, according to the price 
bracket; they are sold by com- 
panies which buy the lenses from 
the processors, sometimes the 
frames from frame builders, and 
assemble the glasses and mer- 
chandise them. 

During the war, the govern- 
ment was not able to s.uy enough 

(Continued on Page 66) 
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ONE-SHOT—The Plastics division of Mon- 
santo Chemical Co., Springfield, Mass., 
has scheduled this one-time color page 
in the March 12 issue of The Saturday 
Evening Post to benefit the 77 companies 
which buy Monsanto plastics for the 
production of baby lines. Gardner Ad- 
vertising Co., St. Louis, is the agency. 


Heseman Tells 
How Management 
Acts on Budgets 


Igleheart Prexy Asks 
Sales, Ad Directors 
to Be Profit-Minded 


EVANSVILLE, INp.—The failure of 
top management and the market- 
ing executives of any business to 
agree on goals and the means for 
reaching them “is a serious limita- 
tion on the business’ full profit and 
job-making opportunity.” 

The problem, said Earl J. Hese- 
man, president of Igleheart Bros. 
division of General Foods, in a 
talk before the Evansville Sales 
Executives Club, usually results 
from failures both on the side of 
management and on the part of 
marketing. 

“Marketing,” he said, “misses its 
opportunity to make its most im- 

(Continued on Page 65) 


Last Minute News Flashes 


Hunt Will Use One Billion 


Matchbooks in ‘49 


Los ANGELES—Hunt Food, Inc., plans to use one billion of its match- 
books with recipe copy this year. It will continue its extensive maga- 
zine advertising on Hunt’s tomato sauce and expand magazine and 


newspaper advertising on canned 


peaches. Ads will run in Better 


Homes & Gardens, Good Housekeeping, Ladies’ Home Journal, Life 


and McCall’s. 


Income of 46 Farm Papers $45,333,998 in ‘48 


Cuicaco—Advertising revenue for 46 farm publications in 1948 was 
$45,333,998, up about 15% over 1947, according to Farm Publication 
Reports, Inc. Of the total, $42,667,523 was in commercial display, $1,- 
110,219 for poultry display ads, $436,163 for livestock display and 


$1,120,093 in classified. 


Park & Tilford Plans Expanded Campaigns 

New YorK—Park & Tilford will promote its various brands of alco- 
holic beverages in 1949 in an enlarged campaign in 200 newspapers, 19 
national magazines and 33 business papers. Storm & Klein here is the 


agency. 


Brewer Named Ad Director of Wyeth 


PHILADELPHIA—A. Douglass Brewer has been appointed director of 
advertising of Wyeth, Inc., pharmaceutical manufacturer. He formerly 
was an account executive with Paul Klemtner & Co. and M. P. Gould 


Advertising Agency. 


(Additional News Flashes on Page 69) 
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As Expected, 
Cosmetics Firms 
Oppose FTC Rule 


Demonstrator-for-All 
Plan Held Too Costly; 
Okay Part of Proposal 


WASHINGTON—Cosmetic and toi- 
let goods industry members balked 
last week at a Federal Trade Com- 
mission formula which would re- 
quire them to extend their promo- 
tion and demonstrator benefits to 
the vast majority of their retail 
outlets. 

At a show-down hearing on 
trade practice rules which FTC is 
preparing for their industry, ¢cos- 
metic and toilet goods firms said 
benefits should extend only to 
dealers who are regularly con- 
tacted by the manufacturer. 

Industry members indicated ap- 
proval of a commission proposal 
enabling them to offer “substitute” 
advertising and promotional bene- 
fits to dealers who are unable or 
unwilling to participate in demon- 
strator plans. 

But they said it would be un- 
workable to extend the benefits to 
retailers, other than those buying 
directly from the manufacturer, 
or in frequent contact with the 
manufacturer. 


ws The system of “substitute” pro- 
motion benefits was worked out by 
the commission in an effort to end 
a decade of legal wrangling with 
cosmetic and toilet goods industry 
members over Robinson-Patman 
Act provisions requiring that pro- 
motion benefits be available on 
proportionately equal terms to all 
customers who sell in competition 
with each other (AA, Jan. 24). 

FTC has already won a decisive 
court test with Elizabeth Arden 
over the demonstrator issue, and is 
currently marking time on similar 
procedures against other top in- 
dustry members. 

The commission now recognizes 
that toilet goods firms would find 
it “uneconomic” to offer demon- 
strators for all their customers. 
Offering a new and _ unusually 
liberal interpretation of the Robin- 
son-Patman Act, the commission 
proposes that smaller outlets get 
other kinds of benefits—advertis- 
ing allowances, merchandising aids 
and similar assistance—to an 
amount proportionate with their 
purchases. 


ws Former Secretary of War Robert 
Patterson, representing Dorothy 
Gray, Bourgois and others, claimed 
the inclusion of retailers served by 
jobbers and wholesalers would in- 
volve “vast expense” and would 
create “unworkable _ situations.” 
Philip Courtney, president of 
Coty, Inc., said the record-keeping 
cost would exceed the value of 
merchandise shipped to 75% of 
his accounts. Mr. Courtney said 
chains comprise only 17% of his 
current volume, but that he would 
probably turn entirely to chains 
if he has to provide promotional 
benefits to small stores. 
(Continued on Page 69) 
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Kauffmann Elected President 
of ‘Evening Star’ Co. 

Samuel H. Kauffmann has been 
elected president of the Evening 
Star Newspaper Co., Washington, 
D. C., replacing Fleming Newbold 
who died last week. At 50, Mr. 
Kauffmann—namesake and grand- 
son of the company’s first presi- 
dent—has spent 28 years in every 
branch of the business and me- 
chanical departments, and has 
been vice-president and treasurer 
during the past year. 


Crenshaw Agency Moves 

Getz Crenshaw Advertising 
Agency, Memphis, has moved its 
offices to 619-20 Goodwyn In- 
stitute. 


MAILING LIST SERVICE 


Bought, Sold, Exc . Ren 
to order, individ 
all categories. Mail order 
ecutives essionals, Accountants 


WALTER DREY, LIST BROKER 
49 W. 45th St.,N.Y.C.19,LU 2-1838 


NY AM Stations 
Drop Hooper Service 
Over ‘TV Favoritism’ 


New Yorx—cC. E. Hooper, Inc. 
last week lost all its remaining 
independent radio station sub- 
scribers in New York—WNEW, 
WOV and WQXR—following 
charges that the service is weighted 
in favor of television. 

The stations objected to the 
wording of the Hooper question 
(as now phrased in 32 cities, with 
two more to be added in March): 
“Were you looking at television or 
listening to your radio just now?” 

Miss Bernice Judis, vice-presi- 
dent and general manager of 
WNEW, said the “Hooper ratings 
are out of focus as far as all the 
media are concerned.” 

Elliott M. Sanger, executive 
vice-president of WQXR, said the 
service “discriminates against the 
non-network stations and gives 
undue emphasis to the relatively 


small television ownership.” 

Defending his technique, Mr. 
Hooper said he “approaches the 
problems from the viewpoint of 
the audience which considers tele- 
vision a new form of broadcast- 
ing.” He added that he is “con- 
sidering rotating looking at and 
listening to to give each prior posi- 
tion in the question.” 


Plough Buys Memphis Plant 


Plough, Inc., Memphis, maker of 
St. Joseph aspirin, Penetro and 
other drugs, has purchased the 
Memphis plant of American Coat- 
ing Mills, a subsidiary of Owens- 
Illinois Glass Co. The new plant 
will consolidate all operations now 
carried out in eight Memphis 
plants. 


Batz Joins Eggers-Rankin 


Earl G. Batz, formerly sales and 
research director and assistant to 
the president of Von Hoffmann 
Corp., has joined Eggers-Rankin 
Advertising Service, St. Louis, as 
director of research and market 
studies. 


— 
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Look, Ma! It says, “An lowan who never read 
The Des Moines Sunday Register”’ 


A rare one he... and becoming rarer all the time. Today, 
not a man or woman in Iowa is far from a copy of The Des 
Moines Sunday Register. It completely dominates 83 of lowa's 
99 counties, with 50% coverage or more, and covers at least 
25% of the rest. Average for the state—seventy percent coverage! 


Circulation tops 500,000. 
papers that size. 


Only nine other cities have 


These half-million lowa families represent (1) the best 
state farm market there is, and (2) an wrban market that out- 
spends San Francisco, Cleveland, St. Louis, or Boston. Total 
lowa spending—/five billion dollars a year. 

Yet The Des Moines Sunday Register brings you 70% of 
all these buying families—in one package—for a milline 


rate of $1.70! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [RIBUNE 


ABC Circulation Sept. 30, 1948: 


Basic Member American Newspaper Advertising Network 


Fiscal Officers 
Still Work on 
Cost Formula 


WASHINGTON—Fiscal officers of 
the armed services are currently 
determining the kinds and 
amounts of advertising which will 
be admissible under contract cost 
principles adopted by the Depart- 
ment of Defense last month. 

The principles clearly recognize 
admissibility of advertising in 
trade and technical publications, 
subject to limitations which must 
be interpreted by the contracting 
authorities. 

In the final form, available from 
the government printing office 
(Section XV of procurement regu- 
lations—10¢), the contract cost 
principles authorize “advertising 
in trade and technical publications, 
provided such advertising does not 
offer specific products for sale, but 
is placed for the purpose of offer- 
ing financial support to journals 
which are valuable for the dis- 
semination of technical informa- 
tion within the contractor’s indus- 
try.” 

The principles become effective 
March 1, but it will be some time 
—probably two to four months— 
before top fiscal officers provide 
field personnel with instruction 
sheets analyzing the application 
of the advertising paragraph. 


s In the current conversations, 
some fiscal officers hold that the 
contracting officer should remain 
free to determine the amounts of 
advertising that are permissible 
on a case-by-case basis. 

This point of view argues that 
some contractors may need the 
services of several publications to 
obtain essential production and 
nanagement know-how, while 
others can do with only one or two. 

For the most part, fiscal officers 
are confident that contractors will 
be “reasonable” in their advertis- 
ing requests. In any event, the 
rule has been written, on insist- 
ence of the Comptroller General, 
that advertising is confined to 
journals in the contractor’s indus- 
try and to non-product copy. 

In the course of discussion, the 
fiscal officers are also considering 
suggestions which would involve 


KICK-OFF—With this four-color page in 
The Amecian Weekly Armour & Co. 
opened an extensive 1949 promotion for 
its Mayflower margarine, using a list of 
premiums, with ads in The American 
Weekly and Lood. Foote, Cone & Belding, 
Chicago, is the agency. 


far less flexible authority for the 
men in the field. 

Under these proposals, numeri- 
cal limit would be prescribed on 
the number of periodicals which 
could be approved, and certain 
types of publications—such as 
news magazines and publications 
with newsstand sale—would be 
prescribed. 


Blanchfield Heads 


New ‘This Week’ Oftice 

This Week Magazine, New York, 
has opened a New England office 
at 420 Boylston St., Boston, with 
Walter W. Bianchfield in charge. 
Mr. Blanchfield 
has been New 
England sales 
manager for This 
Week for the past 
several vears, 
and has been on 
the sales staff of 
the publication 
since it 
founded in 1935. 

Prior to joining 
This Week, Mr. 
Blanchfield was 
with Conde Nast 


a. 


W. W. Blanchfield 


Publications. 


Universal Boosts Horwits 


Al Horwits, eastern publicity 
manager of Universal-Internation- 
al Pictures, has been appointec 
studio publicity director, effective 
March 1. 


Point of Sale thermometer which permits 
your advertising message to be read by thousands. 
New, useful, inexpensive, permanent, being 


used by National Advertisers. 


12” aluminum 


case for outdoor or indoor use. 
Individually packed—Warranted Accurate 


Agency Cooperation Solicited 
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"We will do more advertising in 1949 because our business is de- 
pendent upon it. We are convinced that all manufacturers are now 
in a period which requires intensive selling to maintain positions 
gained during the past years of peak demand." 


"No longer can or should we expect orders to come to us automatic- 
ally. No longer will sales be attracted without real sales effort."’ 


“Business is all around us ready to be signed up ‘but it is up to us to 
develop it and bring it to a head. Those who are ready and wil- 


"WE WILL 
DO MORE 
ADVERTISING 
IN 1949" 


it a tremendously expanded field of opportunity. Others who have 
long been identified with it must of necessity keep pace with increas- 


‘ingly competitive conditions. DOMESTIC ENGINEERING'S total 


publishing program, as in the past, is geared to make the advertis- 
ing dollar spent in DOMESTIC ENGINEERING the most productive 
and effective means of reaching the total domestic engineering 
market. 


DOMESTIC ENGINEERING in advance of the need, has set up its 


wits ling to buy our products are faced with decisions which only we can fecilit sh avast d j dit 
pees help them make, and our primary means of reaching them to assist humerous faci ities to assist a verticors in meeting 1949 con itions. 
appointed in making these decisions is through advertising." These facilities include manufacturers’ representatives service, cata- 
, effective 


The foregoing are just a few of the comments which are heard on 
every hand among those who are in motion to make 1949 an even 
better year than 1948. et 


DOMESTIC ENGINEERING urges all advertisers to re-appraise the 
domestic engineering field. Those manufacturers who have consid- 
ered this market as a primary outlet for their products will find in 


log layout and reprint production, marketing and research informa- 
tion, list rental and mailing aids and similarly vital services. Write 
for full information or consult your Advertising Agency. 


DOMESTIC ENGINEERING, pub- 
lished monthly ... and DOMESTIC 
ENGINEERING CATALOG DIREC- 
TORY, published annually.. assure 
@ well-balanced distribution of 
your advertising messages to the 
domestic engineering field. 


A new All-industry Mer- 
chandising Contest to hit 


Nine times 


awards have 
come to the 


new sales highs in 1949 has 
just been launched under the 


a publishers of sponsorship of DOMESTIC 
110., DOMESTIC ENGINEERING. Advertisers oe 
7/ ENGINEERING and their advertising agen- SALES 
‘Vi: (os aditadtel cies are urged to tie in their HIGHS #49 
** advertising to the domestic ie t/ 
4 accomplishment. engineering field with this |. ps aay 
common purpose. Write for 
full information. 
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CBS Loses 2 Shows; 
Sinatra to Leave NBC 


CBS, New York, is losing a cou- 
ple of shows. American Tobacco 
Co. (Batten, Barton, Durstine & 
Osborn) is dropping Don Ameche’s 
“Your Lucky Strike’”—30 minutes, 
Monday through Friday—at the 
end of its 13-week run early in 
March. Lucky Strike has not de- 
cided on a replacement for Frank 
Sinatra, who is leaving the “Hit 
Parade” on NBC to join the pa- 
rade to Columbia next season. In 
Hollywood, Mr. Sinatra said Co- 
lumbia has plans for him in radio 
and television. 

Luden’s, Inc., will discontinue 
“Strike It Rich,” Sunday, 5:30 
p.m., EST, after Feb. 20. J. M. 
Mathes, Inc., is the agency. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® 
900 Kibby $t., Lima, U.S.A. 


“Tredemerts US Pe OF 


Western Airlines 
Ads Stress Lower 
Fares Without Meals 


MINNEAPOLIS—Western Airlines, 
all dressed up in its “new look,” 
which includes meal-less flights, 
is taking to the air this month with 
an expanded advertising and pro- 
motional campaign aimed at “sell- 
ing tickets to a broader market 
and increasing its prestige in the 
nearly 50 cities served by the air- 
line,” according to Roy Backman, 
general sales manager, and Ken- 
neth E. Allen, advertising and pub- 
licity director. 

Addressing the Minneapolis Ad- 
vertising Club, Mr. Backman out- 
lined Western’s new look based on 
its knotty-wood slab trademark 
which went into effect Feb. 1 in 
advertising, promotional materials 
and timetables. 

Western, in a drastic change 
from airline practice, eliminated 
passenger feeding aloft Feb. 1 and 


coordinated all meals with ground 
restaurants along its route. The 
saving afforded passengers is ad- 
vertised as “an additional 5% on 
all fares and another 5% on round 
trips.” 


a Advertising has been scheduled 
through March 26 in some 50 
newspapers along Western’s routes, 
three regional magazines (Fort- 
night, Script and Sunset) and 
some outdoor. 

Mr. Backman said Western’s 5% 
reduction in fares gives the airline 
the lowest rates of any major U. S. 
airline, in the current battle for 
flight business. 

The meal-less plan was decided 
upon following a survey which 
showed that meals served aloft 
cost 5% of the total passenger 
revenue, although all passengers 
did not eat aboard the plane, 
particularly on Western’s shorter 
routes. 

Daniel Starch Organization and 
Buchanan & Co., Los Angeles, re- 
cently completed surveys for U. S. 


airlines, he told AA, which indicate 
that eight of every ten people are 
prospects for aviation but only 
16% use it, indicating the selling 
job involves lower prices. 

Mr. Backman said aviation can 
penetrate the mass market if it 
gets fares down within reach of the 
average traveler and forgets “ex- 
pansionitis” predominating among 
most airlines. 


Form Chicago Council 
of Radio Representatives 


Seventeen Chicago station rep- 
resentatives last week formed a 
Chicago council of the National 
Association of Radio Station Rep- 
resentatives. John Blair, John Blair 
& Co., was named chairman. 

T. F. Flanagan, managing direc- 
tor, NARSR, said at the organiza- 
tional meeting of the local group 
that the association is working on 
a rate manual to permit the time 


buyers to compute quickly the cost 


of “buying any kind of time in any 
quantities, on any given stations, in 
size or geographically, without 
making you devote evenings and 
weekends to a lot of figuring.” 


PITTSBURGH. 


POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 


"OR EE ge eis Sera, ie 
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REGAN & SCHMITT, 


Pittsburgh's Post-Gazette gives your advertising DOUBLE 
VALUE and double-action. For it not only calls on more total 
families BY FAR than any other Pittsburgh daily—but it is the 
only newspaper that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 1,000 
to 75,000 population. 


89,000 MORE THAN THE SUN-TELEGRAPH 
35,000 MORE THAN THE PRESS 


Houston Joins 
L&M; Schneide~ 
Replaces Thomas 


New YorK—Bryan Houston, for. 
merly director of informatio: 4; 
the European Cooperation Ad) in. 
istration, will join Lenner 4 
Mitchell as e <ec. 
utive vice-p: esj. 
dent on Mar:h | 

At the = same 
time, Ray Vi; 
Den, president 
announced that 
John G. Schnei- 
der, vice-pr°si. 
dent and c py 
chief of L&M 
will become copy 
director in charge 
of all copy ac. 
tivities. He succeeds Louis W 
Thomas, who resigned from L&M 
as executive vice-president in 
charge of creative activity las 
week. 

Mr. Houston was executive vice- 
president of Pepsi-Cola Co. from 
early 1946 until he left in mid- 
1948 to join ECA. Previously he 
was with Young & Rubicam, 
where for 11 years he was suc- 
cessively a sales and merchandis- 
ing specialist, an account executive 
and vice-president in charge of 
new business. During the war he 
served as a colonel attached to the 
Army’s general staff. 

Before entering the agency bus- 
iness, he spent nine years with 
Tide Water Oil Co. of New Jersey, 
and five with Standard Oil Co. of 
Ohio. 

Mr. Schneider has been with 
Lennen & Mitchell for four years, 
broken by a year as copy super- 
visor with Kenyon & Eckhardt. 

Mr. Thomas, who told newspa- 
pers he had no immediate plans, 
joined L&M two years ago. He 
had headed creative activity at 
Biow Co. for 16 years, and after 
leaving Biow went to Sherman & 
Marquette, then to Dancer-Fitz- 
gerald-Sample before joining L&M 


Bryan Houston 


Census Estimates 
Future Population 


WASHINGTON—The Census Bu- 
reau estimated today that the U.S 
population—now 147,000,000—will 
number 156,000,000 by 1955. 

At the same time, the bureau re- 
leased school enrollment estimates 
which blueprint market potentials 
in goods for young consumers 
during the next decade. The bu- 
reau forecast that school enroll- 
ment—24,500,000 in 1947—will 
exceed 34,000,000 by 1958. 

The wartime and postwar “)aby 
crop” is expected to boost ele- 
mentary school enrollment— |8,- 
250,000 in 1947—tto 28,549,00) in 
1958,-and to taper to 25,969,00) by 
1960. 

By 1956, the bulge begins tc in- 
crease the high school age g) uP 
Now 6,250,000, it reaches 7,55/ 000 
in 1958 and 8,122,000 by 1960 


DuMont Boosts Gallery 


Tom Gallery, director of pi li 
relations for the DuMont 1 :le 
vision Network, New York, s 1° 
Jan. 2, has been named dire to 
of sales for the network. H ™- 
boldt J. Greig, who previously © 
that position, has been appoi ‘e¢ 
assistant to Mortimer W. Lc Ww) 
director of the network. 
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ADVERTISING MEN 


Here's lop-drawer 
information on 
a great Scoop 


by LIBERTY 


Liberty has given the boot to “phony” circulation. Liberty 
has tossed out several hundred thousand involuntary and 
duplicatory subscriptions . . . the kind with which so 
many magazines are boosting circulation figures. Liberty 
has eliminated readers obtained through hypoed circu- 
lation from low-paying subscriptions wangled by clubs, 
solicitors, and door-to-door carriers! 


, Liberty’s new, lively editorial style paid off well during 
1948. Plenty of people want Liberty . . . full-pay, direct 
to publisher subscriptions and voluntary newsstand sales 
boom testimony to that. These are the kind of readers 


NEW YORK—37 West 57th Street, Eldorado 5-6600 
DETROIT— 3-232 General Motors Bidg., Trinity 2-1033 
CHICAGO — 400 N. Michigan Ave., Superior 7-7448 
HOLLYWOOD—9171 Sunset Blvd., Crestview 1-7124 


with whom it pays a publisher to deal .. . and how it 
profits advertisers! 


Every ad dollar spent in Liberty buys productive ad- 
vertising. Places it before the eyes of millions of active 
spenders! Advertisers aren’t paying for forced subscrip- 
tions and hopped-up circulation. Liberty, effective with 
the March issue, will guarantee a million copies circulated 
among families whose median income is $3917. The 
surest, soundest, spendingest market that any magazine 
ever offered! 


Be sure to have this much higher-than-average pur- 
chasing group on your advertising schedule! 


LAST MINUTE MEMO! 
The March issue, on sale February 16, is almost 
100% bigger in editorial content! To sell at 20¢ 


The Larger Liberty has many more exciting stories, timely 
articles, interest-stirring features. Also, the famous Home Section 
gives branded products editorial coverage . . . readers learn how 
to buy and use on practical budgets. 

Liberty now boasts a flat back binding with side-wire stitching. 
Plenty of appeal . . . plenty of editorial alertness . . . the best 20¢ 
buy on newsstands. More advertising value than ever before! 
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Malone Appoints Lessing 
Robert E. Lessing, formerly ad- 
vertising manager of A. Polsky De- 
partment Store, Akron, has been 
named production manager of 


Norman Malone & Associates, 


Akron. 


Lemke Names Ramsdell 

B. L. Lemke & Co., New York, 
manufacturer of bulk chemicals, 
has appointed Lee Ramsdell & Co., 
Philadelphia, to handle its adver- 
tising. 


‘PERSONAL 


| 
The personal touch is the magic i 
touch ... in building up good will & 
and making contacts. Impress pres- Jj 
ent and prospective customers per- : 
sonally, with a gift of a MICRO- 
LITE, the handsome miniature ‘ 
keychain flashlight. Imprinted with 
your name, it is the perfect good § 
will builder and gift souvenir. i 

For promotional plan tailored to 
your line . . . price list, sample, i 
literature, write on your business § 
letterhead to Dept. A-27. r 

MICRO-LITE CO., INC. 

44 West 18th Street, New York City 11 ff 
eo mm eae ee me hm 


23 Video Stations 
Sign to Use WBKB 


Multiscope Device 


Cuicaco—Video Station WBKB’s 
Multiscope device, which continu- 
ously shows the time, latest 
weather report, late news on a 
ticker at the bottom of the screen 
and ad copy in the center (AA, 
Jan. 31), will be used by at least 
23 stations throughout the country. 

The development, conceived by 


™¥ | John H. Mitchell and S. C. Quinlan 


of the station and built by Custom 
Television Productions, is being 
licensed by Sterling Television, 
Inc., a wholly-owned subsidiary of 
Balaban & Katz, owner of WBKB. 

To date, 23 stations have signed 
to have the device installed on a 
rental basis as soon as they are 
available, and the United Press 
sales organization will take care 
of leasing the machines at a price 
not yet disclosed, without installa- 
tion fee. 

WBKB’s Multiscope is expected 
to open a new source of revenue to 


video stations for daytime tele- 
casts, since it replaces the un- 
profitable test pattern transmis- 
sion, and can be operated by one 
person. The Chicago station has 
been using Multiscope transmis- 
sion since Jan. 17 from 11 a.m. to 
5 p.m. seven days weekly. 

Sterling Television also will 
handle other video developments 
on sale, rental or lease basis as 
they become available. 


Wilson Names Risolute A. M. 


Joe Risolute, assistant advertis- 
ing manager, has been appointed 
advertising manager of Wilson 
Sporting Goods Co., Chicago, suc- 
ceeding Bill Lotz, who resigned to 
join Campbell-Mithun. Mr. Riso- 
lute has been with the company for 
16 years. 


United Wallpaper Ups Ream 


E. W. Ream has been named 
vice-president and general sales 
manager of United Wallpaper, Inc., 
Chicago. Mr. Ream, who has been 
a vice-president since 1947, has 
been in charge of sales for the 
western division. J. E. Seguine has 
resigned as vice-president. 


2nd Comparison 
of Family Food 
Use Released 


WASHINGTON — The second re- 
lease in the Agriculture Depart- 
ment’s nationwide study of U. S. 
family diets last week dramatized 
substantial .differences in buying 
patterns in Minneapolis-St. Paul, 
with those of Birmingham, Ala. 

Interviewers from the Bureau of 
Human Nutrition and Home Eco- 
nomics discovered that Twin City 
families last winter used two and 
a half times as much fresh milk, a 
fourth more beef, a third more 
citrus fruit, a half more canned 
fruits and vegetables, four times 
as much butter, and a half more 
candy. , 

On the other hand, Birmingham 
families used more fresh vegeta- 
bles, a fourth more pork, ten times 
as many sweet potatoes, a third 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 

GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 

FLOOR COVERINGS 

CHINA & GLASS 

LAMPS & LIGHTING 

HOUSEWARES 


hat’s so unusual about quintuplets ? 
The home furnishings industries are full of them! 

In furniture and department stores all over the country, 
buyers are constantly doing a 5-in-1 act... 
buying merchandise for 5 different home furnishings departments. 
And that’s just the national average. 


There’s only one business paper in the nation 

that gives all of these multiple-buyers complete news coverage 
on all the lines they buy. 

No wonder they read it, heed it, 
rate it their No. 1 business paper! 


L THAT’S ANOTHER REASON WHY 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! 


MAJOR APPLIANCES ~~ 


RADIOS & PHONOGRAPHS 


TELEVISION ie. 
mel 
a Sy 
hen 4 
Nou, more than every..f. >” __...Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION + 7 EAST 12 STREET NEW YORK 3. N.Y. 
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more flour, bread and other ce) :a); 
three-fifths more margarine, an, 
four times as much lard, syrup ang 
mollasses. 


e Along with its winter studi: ; o¢ 
Birmingham (AA, Jan. 17) ang 
Twin Cities, the bureau wil! re. 
lease winter studies of San F ap. 
cisco and Buffalo, spring and fa) 
studies for each of the four c._ ie: 
and a spring summary cove ing 
68 large and medium-size ¢ jp. 
munities. 

The studies, which report fa: ily 
expenditures for 12 major ‘ood 
classifications by five income le els 
were financed under the Federa) 
Marketing and Research Act in ap 
effort to assemble up-to-date in. 
formation on food expenditure, 

Twin City families spent 30°. oj 
their income for food, compured 
with 37% for Birmingham fani- 
lies. Twin City families, enjoying 
generally larger incomes, actually 
spent more dollars—$24.00 com. 
pared with $21.67 in Birmingham 


ws Because Twin City families were 
larger, per capita food expendi- 
tures in Minneapolis-St. Paul and 
Birmingham differed only slightly 
—$6.61 for the southern city, $6.89 
for the Twin Cities. 

Referring back to a 1936 study, 
the bureau reported that the in- 
creased Twin City consumption of 
more expensive food—milk, fresh 
vegetables, canned fruits andj 
vegetables, meat, poultry and fish 
—has developed during the past 
12 years. 

In prewar days,.the bureau said, 
Twin Cities diets featured larger 
quantities of fats and oils, bread 
and other bakery products, flour, 
cereal, sugar and sweets—foods 
which still dominate Birmingham’s 
eating habits. 


Join ‘Modern Railroads’ 


Floyd C. Leverette and Charles 
W. Behrens have been named as- 
sociate editors of Modern Rail- 
roads, Chicago. Mr. Leverette was 
formerly the managing editor of 
the Garfield News and Austinit 
published by the Pioneer Pub- 
lishing Co., Chicago, and Mr 
Behrens was _ previously wit! 
Plant Engineering and Nationa 
Engineer as associate editor. 


Paul Griswold Moves 

Paul Griswold, Seattle advertis- 
ing consultant, has moved his 
headquarters to the advertising 
offices of R. C. Phares, 701 Lloyd 
building, Seattle. 


Facts at a Glance 


Boardmaster Visual Contro! 


A valuable time saving tool for proo* 
ing Greater Efficiency. Your operc ons 
in Full View, period by period, spotlic te¢ 
by Color. Type or write on interche 9° 
able cards and anchor on board. A 
ible traffic control for Production, S« \¢ 
uling and many other uses in e °'Y 
business. Compact, attractive, mac of 
Aluminum. Complete price $49.50. 


FREE 


GRAPHIC SYSTEMS 
55 West 42nd St., New York 


Write for BOARDMASTER FOLD: 
Giving Full Details 
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‘Eye’ to Bow in March 


Magazine Management Co., New 
York, publisher of Marvel Comics, 
will launch a new magazine, Eye, 
next month. Eye will combine pic- 
tures and text, will have a 500,000 
guarantee, and its page rate is 
$975, one time. It will be a bi- 
monthly to begin with, and move 
to a monthly later. 


Two Join Berens 


W. Keyser Manly, formerly di- 
rector of field research of Stand- 
ard & Poor’s Corp., and William 
J. Galligan, formerly on the field 
staff of Standard & Poor’s and 
with Barron’s Publishing Co., have 
joined Julius G. Berens Organi- 
zation, New York, public relations 
and publicity firm. 
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Capital Bus Riders 
Get FM Broadcasts; 
Sign in Des Moines 


CINCINNATI—FM radio receivers 
have been installed in the first 
score of 1,600 Washington, D. C., 
buses and street cars slated to 
get the equipment, making the 
Capital the sixth city to have such 
FM service. 

The service in Washington con- 
sists of 7 a.m. to 7 p.m. pro- 
gramming of music, brief: news- 
casts, weather reports, time sig- 
nals and short commercials, re- 
ceived from Station WWDC-FM. 
Equipment is supplied by Transit 
Radio; the sets are special Strom- 
berg-Carlson models. Rates for ad- 
vertising are based on the “counted 
audience,” with 70,000 home re- 
ceivers considered a bonus. 

Other cities now with initial 
Transit Radio equipment in buses 
or street cars are Cincinnati, 
Houston, St. Louis, Scranton- 
Wilkes Barre, Pa., Huntington, 
W. Va., and Worcester, Mass. 

In Des Moines, Station KCBC 
has signed a contract with Transit 
Radio and the Des Moines Rail- 
way Co. for 6 a. m.-10 p. m. broad- 
cast of FM programs for bus 
riders. Tacoma, Wash., and Kansas 
City, Mo., bus passengers are ex- 
pected to get similar service in a 
few months. 


Share ‘Coronet’ Account 


Schwimmer & Scott, Chicago, 
has been reappointed by Esquire, 
Inc., to handle Coronet’s radio ad- 
vertising, rather than the entire 
Coronet account, as AA erroneous- 
ly indicated last week. Doherty, 
Clifford & Shenfield will continue 
to handle Coronet space advertis- 
ing. 


Copr. 1949—National Comics Publications, Inc. 


Never underestimate the power 
of a COMICS MAGAZINE 


Stimulating, intriguing, inspiring... colorful, attractive, 
dynamic .. . adventurous, entertaining, informative... 
comics magazines have a grip on the American reader un- 
paralleled in publishing history. 


Witness: almost 9 of 10 youngsters aged 8 to 20, plus 45% 
of their parents ... almost half the population over 8, and 
almost half the homes... are covered by comics magazines. 


And, in passing, may we modestly call your attention to 
National Comics’ 8 million monthly ABC guarantee, reach- 
ing 4 of every 5 regular comics magazine readers. 


THE NATIONAL COMICS GROUP 


Represented by: 


RICHARD A. FELDON & Co., INC. 


205 East 42nd Street, New York 17 
Chicago e Los Angeles e San Francisco e Portland 
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NEWS BREAK—Cummings, Brand & Mc- 
Pherson, Rockford, Ill., prepared and 
placed this red and black page in the 
Rockford Star and Register-Republic for 
Smith Oil and Refining Co. The back- 
ground was made up of news columns 
from the local papers and then re- 
produced as a complete plate. 


LP Record Sales 
Boom; Columbia 
Increases Budget 


New York—Columbia Records, 
Inc., has sold 2,000,000 LP micro- 
groove platters in the past eight 
months, Edward Wallerstein, chair- 
man of the board, said last week 
at a press conference here. Some 
600,000 families have bought LP 
record players, he said. 

Asserting that Columbia will 
not be defeated in the “record 
war” with RCA Victor, which also 
has announced a new disc that 
plays at 45 rpm. and is not a LP, 
Mr. Wallerstein said his company 
is selling nearly as many musical 
works ‘in LP form as it was sell- 
ing in standard albums a year 
ago. 

Dealer response to the LP 33% 
rpm. records has been predom- 
inantly favorable, the Columbia 
executive stated, pointing out that 
“virtually all leading manufac- 
turers—with the outstanding ex- 
ception of RCA Victor— have al- 
ready produced equipment to play 
them.” 

Columbia, which spent more for 
advertising last year than any of 
its competitors, will increase its 
expenditures for the first half of 
1949 by at least 20%, Mr. Waller- 
stein reported. Newspapers and 
magazines are sharing equal at- 
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tention in the drive, covering 4)) 
major markets. McCann-Eric! sop 
is the agency. 


RCA’s 45 RPM. ADS 
WILL BREAK MARCH 31 

CAMDEN, N. J.—National ad\ er. 
tising and promotion of the : ew 
RCA Victor 45 rpm. record pls ver 
and records will break on Mz ‘ch 
31. 

First ads will be full pages ip 
newspapers in key markets. T} ese 
will be followed by commerc als 
on the RCA Victor show on } 
Sunday afternoons and on the 
“Kukla, Fran and Ollie” show on 
NBC’s video network. Maga: ine 
ads will run in April, but the list 
was not announced. 

Distributor meetings in six cities 
will precede the promotion. These 
began Feb. 13. Dealer meetings 
will follow throughout March. 


PHILCO STOPS TV ADS 


PHILADELPHIA—Philco Corp. has 
suddenly canceled advertising of 
its new 1949 television line and 
withdrawn sample receivers from 
public view. 

A shortage of cold cathode tubes 
is believed cause of the action. 
Philco did not explain why it 
stopped TV advertising but did 
announce a temporary halt of set 
production because of the tube 
shortage. Not enough sets have 
been delivered to permit full-scale 
advertising of the °49 line which 
includes a 10” consolette at $349.50. 


Korchnoy Quits Esquire 


E. A. Korchnoy has resigned as 
sales promotion and merchan- 
dising director of Esquire, Inc, 
New York, and co-publisher of 
Esquire’s Bridegroom. Mr. Korch- 
noy has been with Esquire, Inc., 
for the past six years, during which 
time he has directed sales pro- 
motion efforts of Apparel Arts, 
Coronet and Esquire, and has been 
director of merchandising and 
managing editor of Apparel Arts. 


Names McCann-Erickson 


Lehn & Fink Products Corp., 
New York, has appointed McCann- 
Erickson, New York, to handle ad- 
vertising for O-syl, a new, non- 
poisonous disinfectant. The agency 
also handles the Hinds Honey and 
Almond cream and Etiquet deo- 
dorant accounts for Lehn & Fink 
in the United States and advertis- 
ing for all Lehn & Fink and 
Dorothy Gray products in Mexico, 
Central and South America. The 
campaign for O-syl will start in 


California newspapers in April. 
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RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION . 
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New Transcribed 
‘Network’ Formed 


New YorK—Transcription 
Broadeasting System will begin 
furnishing a “complete network 
service” to 116 stations starting 
Feb. 15, Ray Green has announced. 

Executive vice-president of the 
new company, Mr. Green is pres- 
ident of Kermit-Raymond Corp., 
transcription production firm, 
which will provide the programs 
for TBS. 

The initial program schedule 
wil! inelude “Hollywood’s Open 
House” (half-hour weekly with 
Don Ameche); “Robbins Nest” 
hour daily with disc jockey), and 
three new programs—“It’s a Great 
Show,” with Jackie Gleason; 
“Anything for Laughs,” with Frank 
Gallup, and “Radio Theater of 
Famous Classics.” 

Each station receives these pack- 
ages and other services of the 
system at a weekly price equiv- 
alent to its class A national half- 
hour rate. 


s Mr. Green said this scale would 
mean a saving to stations. ‘For 
example,”’ he pointed out, “a sta- 
tion in Orlando, Fla., has been buy- 
ing ‘Hollywood’s Open House’ 
at $36 weekly. It can now get 8% 
hours weekly programming in the 
above five shows for $51.” 

The system plans to set up 
offices in key cities and will “so- 
licit national advertisers on behalf 
of its stations.” (“Open House” 
and “Robbins Nest,” Kermit-Ray- 
mond packages which have been 
running for some time, will not 
be available, of course, in those 
markets where they are already 
sponsored. ) 

TBS will break a trade adver- 
tising campaign in mid-February. 
Copy will be placed direct. 


PR Group Names Walesby 
Full-Time Manager 


H. S. Walesby, editorial promo- 
tion specialist, was selected last 
week as full-time manager of the 
American Public Relations Associ- 
ation, Washington, D. C. 

Mr. Walesby has participated in 
the American Automobile Associ- 
ation’s “Take It Easy” safety cam- 
paign, which won an APRA award. 
The Navy Day promotion of the 
Navy League was another of his 
projects. Previously he served in 
the Army and had 16 years of ed- 
itorial and promotion work on the 
Detroit Times. 


Appoints Gruenberg 


John Gruenberg has been named 
an account executive of C. E. S. 
Associates, Philadelphia, public 
relations counsel. He was for- 
merly on the advertising staff of 
e A Victor Division, Camden, N. 

, and a partner in Contemporary 
iiersen television program 
production. 


Hollander Names Seelig 

Hollander & Co., St. Louis, dis- 
tributor of home appliances, has 
placed its advertising with Seelig 
& Co., St. Louis. 
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" WHY WONDER AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 
GIVE YOU THE FACTS! 


ALL the clippings about you, [+ 
| your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


165 CHURCH ST. 
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A MAGNIFICENT EDITION, “TEXAS UNLIMITED” ..will mark the opening of 


the new six million dollar Dallas News Building on May 22. It will set an 
inspiring example in newspaper publishing..and of a magnitude typically 
Texas! Advertisers can be sure that the “Texas Unlimited” edition will 
offer a rare opportunity to get a message before Texans in a manner that 
will live and live..because “Texas Unlimited” edition of the News will 


be read and retained as a historic document of the Lone Star State. 


CRESMER & WOODWARD, INC., Representatives: New York, Chicago, Detroit, San Francisco, Los Angeles 


‘Dallas Morning News 
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| "TEXAS OLDEST BUSINESS INSTITUTION — 
” Radio Stations WFAA- 820 * WFAA-570 *& WFAA-FM * Texas Almanoc. 
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James D. Woolf Talks... 
Salesense in 


Advertising 


Registered 


Thompson 
ideas and 


the small b 
neophyte at 


successes. 


No Straw, No Bricks 

Are you fully satisfied with your 
advertising? Do you feel that it is 
dull, lacking in distinction, weak 
as rain water in its power to create 
desire, to convince, and to impel 
buying action? 

In many cases (assuming that 
the advertiser can write clear, sim- 
ple English), the fault goes be- 
yond the words that are used. The 
real reason for most anemic copy 
is the fact that the advertiser has 
nothing important to say. 

Whether you write your own ad- 
vertising or have somebody write 
it for you, remember that bricks 
cannot be made without straw. 

Good advertising must have its 
genesis within the four walls of 
your business. No advertising can 
be better, over the long haul, than 
the merchandise or service it seeks 
to promote. Advertising cannot 
benefit permanently a mediocre, 
slip-shod, indifferently-run busi- 
ness. No ad man has yet discovered 
how to make a silk purse out of a 
sow’s ear. 


What Builds A Business 

We hear breath-taking stories 
about the magic power of advertis- 
ing. We marvel at what advertising 
has done for business men like 
Bil! Sparks. Bill owns and operates 
a drugstore, and it’s a humdinger, 
busy, prosperous, far out ahead of 
competition. Sparks has always 
been a persistent advertiser and his 
competitors will tell us that his ad- 
vertising has been enormously ef- 
fective in building his business. 

Well, yes and no. Advertising is 
not the primary reason for Bill’s 
outstanding success. The No. 1 
reason is NOT the ideas he puts 
into his advertising, but the ideas 
he puts into his business. 

When Bill picks up his pencil 
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James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 


Company, is writing this 


‘monthly series of discussions on tested 


basic advertising principles. 


While the series is aimed primarily at 


usiness man who may be a 
advertising, AA readers will 


find instruction and entertainment in the 
discussions and sidelights on advertising 


and writes his advertising, he finds 
it a cinch to make fine bricks be- 
cause he has a big load of straw to 
work with. 

Sparks refuses to make the mis- 
take currently being made by so 
many advertisers. He does not be- 
lieve for a minute that “cute” 
devices—cartoons, jingles, gags, 


wise cracks, and tricky art—can 
ever be a satisfactory substitute for 
solid, factual, persuasive stuff 
about his business. 

Bill knows that what counts 
most heavily in advertising is not 
manner but matter. He knows how 
empty mere words can be. When 
he has something really important 
to say, he knows that the words 
will almost write themselves. 


Sparks Makes News 


Bill is forever on the lookout for 
new ideas—not advertising ideas 
per se, but business ideas. It is his 
practice to borrow and adapt ideas 
wherever he can find them. One 
example of his method will suffice. 

Some time ago he read, in a 
“Salesense” article of mine, about 
a sporting goods store that rigged 
up a “club” for its customers. A 
small back room was fitted out 
with every needed tool and device 
for tying flies, painting and re- 
pairing plugs, and making minor 
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repairs on guns, rods, reels, tennis | saying, “sure is a clever ad m. 
rackets, golf clubs, and all the as- F But that’s the wrong way to loo. a; 
sorted paraphernalia the sportsman it. The truth is, Bill is a smart, « er; 
needs in the happy pursuit of his | business man with plenty of »- 


pastime. This “club,” wherein the 
boys gathered to spin their tall 
tales, was a fine success. 

Admittedly, a drugstore and a 
sporting goods store are miles 
apart in their problems and needs, 
but Sparks saw in that idea a trick 
worth borrowing. Now we find 
that he has a “club” for teen-agers, 
a gaily decorated private room in 
the back, its walls adorned with 
high-school pennants and photos 
of the town’s athletic heroes, 
where the kids (all adults are 
strictly barred) can sip their cokes 
and sodas and make all the racket 
they like without disturbing cus- 
tomers in the store. Bill’s adver- 
tising of his “club” has won for 
him the biggest fountain business 
in the town. 

“That Bill Sparks,” people are 


‘agination and git up and git. 
Hardly a week goes by that © jj); 
to see an innovation in his si‘ re 
Bill is continually making ne ys 
There is so much “straw” in he 
way he runs his business, so m:ny 
important, interesting things i 
talk about, that a high schoo} 
freshman could hardly miss wit. 
ing effective ads for Bill’s store. 


Too Much Glamour 


Advertising has been overdream- 
atized, overglamorized, oversold 
Most ad men are credited with 
more genius than they possess. Ad- 
vertising is often given too much 
credit for the part it has played 
in America’s spectacular business 
growth. 

What builds any business in the 
last analysis is the QUALITY of 
its performance. Milton S. Hershey 
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ertising Age, February 14, 1949 


t the biggest candy business in 
world without ever spending a 
for advertising. A chocolate 
of superb quality is what did 
In the early days it was not 
ry Ford’s advertising that 
ie history: it was Henry Ford’s 
And it was not Marshall 
d’s advertising that built his 
it store: it was the quality of 
s operation. 
 on’t beat your brains out fuss- 
« too much over your advertis- 


inc. Think constantly about your 
business, about the QUALITY of 


r performance. If the straw is 
e, your advertising bricks will 
but make themselves. 


The fifth annual advertising 


school, “Advertising in Industry,” 
sponsored by the Les Angeles Ad- 
vertising Women, 
Wednesday, Feb. 9, and will con- 
tinue each Wednesday evening for 
12 weeks. Meetings are held in 
the KMPC studios. 


Inc., began 


U. S. and British 
Wool Groups Merge 
for Joint Promotion 


San AntTonio—Organizations 
representing four countries which 
produce more than two-thirds of 
the world’s apparel wool have 
announced a cooperative effort to 
increase the usefulness and mar- 
kets for wool in the United States 
and Canada through an extensive 
program of research, education 
and promotion. 

The announcement was made 
simultaneously here by the Amer- 
ican Wool Council, representing 
wool growers and allied wool in- 
terests in this country, by the 
Wool Boards in Australia, South 
Africa and New Zealand, and in 
London and New York by the In- 
ternational Wool Secretariat. 

A new organization, to be known 
as the Wool Bureau, Inc., will 
conduct a program of technological 


and market research, education, 
trade surveys and promotion with 
headquarters in New York City. 
It will function as a non-profit 
membership corporation. 

The board of directors will in- 
clude eight representatives of 
American and British Dominion 
wool growing interests. Both the 
American Wool Council and In- 
ternational Wool Secretariat in the 
United States will continue as 
liaison agencies. All of their pre- 
vious functions in the field of 
wool promotion and their oper- 
ating staffs will be transferred to 
the Wool Bureau. 


Burns Joins Mel Jacobs 


James T. Burns, former mer- 
chandising executive of Affiliated 
Drug Stores, New York, has joined 
Mel Jacobs, Chicago, effective Feb. 
1, as special assistant to Mr. 
Jacobs. The Jacobs organization 
handles sales and promotion for 
B-B Pens, Kyron, Magi-Curl, Rex 
compacts, etc. 


Hudnut Names Leube 


Randolph (Pete) Leube, former 
eastern divisional sales manager 
of Chen Yu, Inc., has been ap- 
pointed in an advisory capacity to 
help integrate the Chen Yu line 
into the Richard Hudnut operation. 
Mr. Leube was formerly vice-pres- 
ident and general sales manager of 
the toiletries division of Mark 
Cross Co. 


Photo-Engravers Elect 


Jack H. Batten, vice-president 
and Toronto manager of Rapid 
Grip & Batten Ltd., has been elec- 
ted president of the Employing 
Photo-Engravers Association. J. E. 
Nunn, of Reliance Engravers Ltd., 
has been named vice-president. 


Kenmar Press Names Scott 


G. Douglas Scott has been ap- 
pointed sales manager and adver- 
tising counsel for Kenmar Press 
Ltd., Ottawa, direct mail specialist. 
He will continue to act as manag- 
ing director and secretary-treas- 
urer of Robotyper Corp. of Canada. 
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The 1948 catch is in: Publishers are having their annual whing-ding figuring up 
what happened. Some are sad. Some are happy. HOLIDAY is very happy. 


For in 1948 HOLIDAY, advertising revenue increase over 1947 was a whop- 


ping 80.9%. 


For the data-minded, here’s the way that breaks down: 


1948 Total Advertising Revenue .. . 
1948 Revenue Gaim .... ++ «es 
1948 Linage Gain 


The secret? Not one thing. Many things. HOLIDAY has more of the elements 


that advertisers look for . . . and has them in combination. 


Its audience is unique. HOLIDAY reaches a mass market of over 800,000 
families of a very special type. They have imagination, zest, wide horizons. 


They’re alert, intelligent, eager for new experiences. 


At the same time, HOLIDAY reader families have a higher average income 
than those of any mass magazine. . . and more $10,000-and-over incomes than 


any class magazine. That’s class. 


And as everybody knows, when you multiply mass by class you get the kind 
of response that breaks the records . . . 
results. That’s what more and more advertisers are looking for today. 


and we've got another BIG ONE at gaff right now! 


‘irst quarter figures show HOLIDAY’s 1949 
\vertising revenue up 65% over the record 
| in °48. This represents a further gain of 

288,781 and a space increase of 17,680 


ies for the first quarter alone! 


This month HOLIDAY’s readers will sit 
wn to 134 colorful pages of words and 


90° 


URTIS 
-ICATION 
ADELPHIA, PA. ; 


They'll have a good time. And they'll 
respond to editorial and advertising pages 
alike. Will you be there? 


3.089.136 
$1,381,253 
53.754 


the kind of response that brings sales 


pictures. They'll cruise with A. J. Liebling 
to the West Indies...learn the whole gaudy 
story of Reno... visit Harvard with Cleve- 
land Amory...check up on post-war Algiers. 


OVER 800,000 CIRCULATION 


HOLIDAY, selling at fifty cents a 
copy, has reached its present size 
faster than any magazine selling at 
thirty-five cents a copy or over. 


HIGH-INCOME READER FAMILIES 


MILLIONS OF READERS 


Continuous readership studiesshow 
HOLIDAY is read by all members of 
the family as well as by friends, 
Total readership runs into millions, 


HOLIDAY reader families have more 
$10,000-and-over incomes than any 


class magazine and a higher average 
income than any mass magazine. 


MOST RESPONSIVE MARKET 


HOLIDAY’s mass audience of high- 
income families pays off for ad- 
vertisers in low cost inquiries and 
increased sales at the dealer level. 


1,566 RETAIL PROMOTIONS 
Retailers everywhere have been 
quick to use this basic, new selling 
tool, They know that HOLIDAY sells 
the idea that sells the goods, 


999 ADVERTISERS 


400 agencies placed 80 different 
major classifications of advertising 
in HOLIDAY in 1948 and cashed in 
on HOLIDAY'’s selling power. 


CREATIVE 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 


Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
_ IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight... day by day guidance . 
pithy case-history experiences . . . usable sug- 
gestions."’ . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“ 

Successful Sales Training” 

By Eugene Dynner 

Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs, We suggest you start 
with a copy of the ‘'5-Point Technique’ for 
each member of your creative staff. 


-* 


MAIL ORDER NOW 
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Advertising Publications, inc. 


100 E. Ohio St., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ten 
days if not delighted in every way. 
. copies, ‘'5-Point Technique 
for Producting Ideas’’......... Ss ween 
. copies, ‘‘Diary of An Ad Man’’. OS. acts 
. copies, ‘‘Teacher of Business’’...$....,. 
copies, ‘‘Successful Sales 
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Please, No Second-Hand Springs 


The saga of Col. Elliott Springs’ 
joust with conventions and his 
flamboyant advertising, which 
neatly but not widely skirts the 
area of the unprintable, was well 
told in these pages last week. 

It is a lusty, intriguing story, full 
of fire and fury, fascinating to 
read, and—one must admit—a 
stery of an advertising success, at 
least in the sense of getting reader- 
ship, creating excitement and 
awareness, and developing reac- 
tions. 

When Col. Springs first started 
running the series which devel- 
oped the rumpus, we denounced it 
in what we hoped were ringing 
tones. Our opinion about its es- 
sential good taste has not changed. 
We still do not like the idea of 
our teen-age daughter being ex- 
posed to “bust buckets” and “lung 
hampers” in the advertising pages 
of the magazines she sees. 


that they are. 

Our present point is that we 
are altogether too likely to see a 
rash of “second-hand Springs” de- 
velop in follow-the-leader fashion, 
and we sincerely hope to discour- 
age some of those who see what 
looks like a good thing and still 
consider imitation the sincerest 
form of flattery. 

If a merchandising effort like 
Col. Springs’ is successful, it is 
successful because it is unique; 
also because the good colonel 
seems to have the kind of personal- 
ity and the word-slinging ability 
which it takes to put it over. The 
very first imitator will prove, we 
are sure, that he who would be 
different must indeed be different; 
he cannot simply ape someone else 
who is actually different. 

There will always be personali- 
ties which refuse to be bound by 
what is generally considered con- 


But this is not our present point.¢ ventional, and who soar off into 


Let us say, for the sake of argu- 
ment, that Col. Springs has moved 
the elastic indicator which regis- 
ters “good taste” a bit further to 
the left, or right, and that his 
copy is not only acceptable to 
magazines and newspapers, and to 
the general public, but also that 
it has done an excellent sales job 
for Springmaid products. We don’t 
know that any of these are true, 
but let us assume for the moment 


unexplored fields, sometimes to 
excellent purpose. But those who 
watch the performance and at- 
tempt to ape it, using the trappings 
but lacking the substance, always 
put on a bad show. 

If the good colonel is going to 
be responsible for a new “school” 
of advertising, we shall be doubly 
sorry—and so, we are convinced, 
will be most of those who join his 
school. 


Local Police Power and Advertising 


There is food for a good deal 
of advertising thought in the 
sweeping decisions of the United 
States Supreme Court upholding 
local police power in the case of 
Railway Express Agency truck ad- 
vertising in New York and in that 
of a Trenton ordinance banning 
sound trucks. 

In the Railway Express case, the 
more important of the two from an 
advertising standpoint, the Su- 
preme Court upheld the right of 
the City of New York to ban ad- 
vertisements from Railway Ex- 
press trucks, on the ground that 
they are distracting and a traffic 
hazard. Railway Express has been 
selling poster spaces on the sides 
of its truck, not only in New York, 
but elsewhere throughout the 


country. The fact that the same ad- 
vertising might appear on other 
trucks without coming within the 
New York police ban, or that Rail- 
way Express might use equally ar- 


resting or eye-appealing ads of its 
own on its own trucks without 
running afoul of the law is beside 
the point, the court held. And the 
full scope of the court’s decision 
is indicated by Justice Jackson’s 
statement: 

“If New York should assume. that 
display of any advertising on ve- 
hicles tends and intends to distract 
the attention of persons using 
highways and to increase the dan- 
gers of its traffic, I should think 
it fully within its constitutional 
power to forbid it all.” By simple 
extension, the same _ reasoning 
might easily be applied to theater 
marquees, store identification 
signs, spectaculars, or any form 
of outdoor advertising. 

The decision apparently puts 
Railway Express out of the adver- 
tising media business in New York, 
and may result in some rather 
weird police ordinances in other 
cities. 


—Electrical Merchandising 


“Even if it does play three hours and a quarter, I'm afraid it won't have more than 
a novelty sales value.” 


Taste Test 


From time to time we puzzle 
over the ethics, or lack of them, 
in the promotional world. And 
even more discretion, and its ab- 
sence. | 

For instance, do you remember 
some of the things which became 
“The Fifth Freedom” during the 
war? Everything from packaged 
funerals to movies to the local 
pub. 

The example at hand comes 
from Sanson Hosiery Mills, Darby, 
Pa. 

Its president, Stanton D. San- 
son, sent out a curious announce- 
ment, very flossy type on news- 
print, that his company was pri- 
vileged to give Mrs. Harry S. Tru- 
man and Miss Margaret Truman a 
four-year supply of Picturesque 
hosiery. The announcement also 
noted coyly that “Picturesque ho- 
siery will be inaugurated this 
month throughout the United 
States of America,” and that the 
President’s family would be the 
recipients of the “very first” of 
these stockings. 

Sanson himself took the stock- 
ings to Washington, and “two spe- 
cial models famous for their legs 
accompanied Mr. Sanson to Wash- 
ington. (Mrs. Truman and her 
daughter both wear size 9% ho- 
siery.)” 

We don’t know about Pictur- 
esque hosiery. Probably wonder- 
ful stuff. But we do think that bu- 
siness generally should be care- 
ful about cashing in on affairs like 
the inauguration of a Chief Exec- 
utive. And we remember an old 
proverb, “No flea is too small to 
ride on the back of a camel.” 


Clincher 


We've said before that CBS tells 
a whale of a promotion story— 
not only from a graphic and dra- 
matic standpoint, but because it 
recognizes the necessity for butt- 
ressing a pitch with solid business 
thinking. 

We just received a copy of “A 
Clean Sweep for a New Broom.” 
It tells about Lorenz Broom Co., 
which developed a rubber broom 
which did a much better job. But 
it ran into retailer resistance, it 
cost twice what other brooms did, 
and it wouldn’t sell. So the com- 
pany and its agency, Elwood J. 
Robinson, bought CBS’ “The 
Housewives Protective League 
Show,” first having qualified for 
sponsorship, and being screened 
by the HPL Testers’ Bureau. This 
panel said the Lorenz broom was 
fine, by an 80% majority. 

Well, three months after the 
company got started, the broom 
was stocked by all southern Cali- 
fornia’s leading department stores, 


and all the food chains, and buy- 


ers were just as eager to buy 
brooms as retailers were to stock 
them. 

The agency notes, “Complete, 
exclusive credit goes to the House- 
wives’ Protective League—the only 
advertising used by Lorenz 
throughout the entire territory.” 


Academic Report 


Not so long ago the Society for 
the Advancement of Management 
polled 954 business executives and 
200 economics and business pro- 
fessors, asking the two groups to 
evaluate 44 courses. 

The four groups of subjects 
which won highest approval from 
both business and educators were 
English composition, literature and 
public speaking; economics; gen- 
eral accounting, and study of the 
types of business and industrial 
organizations. 

The executives liked subjects 
like salesmanship, public relations, 
sales promotion, and budget con- 
trol. The professors thought statis- 
tics and business law more valu- 
able, and thought courses in selling 
nonessential. 


Winter Meeting 

Primly primed for powerful pro- 
motion, pulsating pickle packers 
prepared programs in the Waldorf 
Jan. 14 to launch National Pickle 
Week May 20-28. The National 
Pickle Packers Association heard 
Alex Rogers, Libby’s ad director, 
on the theme, “The Sun Never Put 
Any Hay in the Barn.” 

Sometimes we wonder, did pro- 
lific publicity ever press a pickle 
into the public puss? 


Reaction 


One of the brighter bits of verse 
we’ve seen was written by Elaine 
Greenspan for “B&B Bulletin,” 
Benton & Bowles house organ: 

“T blush to think of all the Drene 

“I’ve used instead of Prell— 

“My hair is soft and shiny clean 

“But my conscience hurts like 
hell!” 


Jottings 

The McBee Co., Athens, O., 
sends out birthday cards to its 
employes, always tying in a com- 
pany product... 

Hickok Mfg. Co., Rochester, 
has named a junior board of dir- 
ectors, composed of 14 young 
Hickok executives, “to increase the 
number of people in the firm who 
feel responsibility for and will 
participate in management.” The 
company’s head is 30-year-old Ray 
Hickok... 

Unknown (and quite fairly) 
facts: The Holland Tunnel is lined 
with Czechoslovakian construction 
tile... 


Advertising Age, February 14, | 949 


Rough Proofs 


Dr. William Brady, who wi ites 
a syndicated newspaper he |th 
column, has a word for mec ¢a) 
theories with which he does 
agree. He calls them improa- 
ganda. 


zee 
The television business may ; ow 
be said to have passed the exp«-rj- 
mental stage, as far as the tr ide 


is concerned. Some dealers hye 
already started to cut prices. 


Irv Maier, of the Milwau':e¢ 
Journal, was presented with a |ife 
membership in the NAEA at its 
recent Chicago meeting. Ap. 
parently the advertising men don’ 
hold it against him because he’s 
become a publisher. 


Portland Hoffa says that when 
the Milton Berle television show 
went off the air recently because 
of the star’s illness, over a hun- 
dred saloons closed up shop. 


Probably the record for the best 
read ad ever published in the 
world’s greatest advertising jour- 
nal was the sprea2 whose copy, 
in its entirety, was, “Agency 
ee with client. See story Page 
2 


A rose by any other name 
would smell as sweet, and Dorothy 
Daub, advertising manager of Bon- 
wit Teller, Philadelphia, gets along 
very well without being an artist 
or art director, thank you. 


John Orr Young thinks bra ad- 
vertising is so frank that the lads 
in another year or two will have 
very little curiosity left. 

Mr. Young hasn’t talked to the 
lads lately. 


Discussion of bra advertising 
from the viewpoint of its interest 
among male readers often over- 
looks the fact that very few men 
have been known to buy this sort 
of merchandise. 


A junior executive looking for 
a better job admits he’s “not a 
college graduate, but it doesn't 
show.” 

You mean your associates over- 
look your not quoting Horace and 
Plato in the original? 


The meat packers are supposed 
to use everything from the pig ex- 
cept the squeal, and Pro-phy-|ac- 
tic has gone them one better by 
producing a children’s toothbrush 
that carries its own whistle. 


When he got an AMA award (or 
his contributions to marketing, 
Don Thomas, of the All-Y«ar 
Club of Southern California, e- 
came the first man whose carer 
permitted him to transform vaca- 
tion into vocation. 


Col. Elliott Springs’ advertiss 
has been widely read, for a varity 
of reasons, and nowhere w th 
greater or more absorbing interest 
than in the offices of magazine «d- 
vertising directors. 


An agricultural advertis)” 
agency is looking for a copy wr 
who has had personal experie: 
forking manure. Admen of t 
type have long been popular 
other kinds of agency offices, t: ° 

Copy Ci: 
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THE PHILADELPHIA INQUIRER 


c IN 1948 CARRIED 
bs $2,/78.081 LINES 
a] OF ADVERTISING— 


hun- 


_ THE LARGEST ANNUAL VOLUME 
| EVER PUBLISHED BY ANY 
4 PHILADELPHIA NEWSPAPER’ 
a) AT ANY TIME | 


rtising 
iterest 

over- 
y men 
is sort 


*The Inquirer carried 5,272,707 lines MORE 
a than the 2nd Philadelphia newspaper. 


over- 
in Both the Inquirer and 2nd paper 
publish 7 days. Source: Media Records 
yposed 
ig ex- 
y-lac- 
er by 
brush 


NOW IN ITS 16TH CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP IN PHILADELPHIA 


Philadelphia Anguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; 
GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 


iterest 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946: 
448 S. Hill St., Los Angeles, Michigan 0578 
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Launches Ford Shirt 

Jacob S.- Bernheimer & Bro., 
New York textile company, is pro- 
moting a new sports shirt on 
which various models of the Ford 
automobile and the Ford trade- 
mark are reproduced. AA was told 
several shirt makers are planning 
to introduce the shirt through 
chain stores. Ford was selected be- 
cause the current model is ex- 
pected to be sold during the life 
of the shirt promotion. 


( Mounting and Finishing 
_“POINT of PURCHASE” 
_* cardboard display material: — 
QUALITY SERVICE — 
DEPENDABILITY 


MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 
CHICAGO 10, ILL. 


Jump Tells How 


Video Sponsors 


Can Win Friends 


Ist Video Study Report 
Hints that Television 
Stars Have Short Life 


New YorK—Television advertis- 
ers and their agencies might well 
win a host of friends among video 
set owners by directing a “pitch” 
at guests, suggesting that next time 
they pay the television home a 
visit, it would be a nice idea to 
bring along some food or bev- 
erages. 

So says the Continuing Study of 
Television Homes in its first report. 
The study is a joint project of 
James E. Jump & Associates, indus- 
trial and commercial research firm, 


and Dr. William T. Rhame, form- 
erly with Robert Heller & Associa- 
tes, management consultant. 

The first report, based on 203 
depth interviews in video homes, 
observes: “Television set ownefs 
find they have a lot of friends. 
These friends eat and they drink. 
Almost all set owners complain, 
usually with good grace but fre- 
quently with a touch of bitterness, 
that their food and beverage bills 
are way up. 


ws “Some of the regular guests 
occasionally bring along some beer, 
or a bottle, or maybe a cheese,” 
although “they never bring as 
much as they eat or drink,” one 
respondent said. 

In addition, the report declares: 
“There appears to be a striking 
tendency for televiewers to leave 
the set during station breaks, in- 
termissions in plays or movies, 
between-periods in athletic events, 
etc. This is much more pronounced 
than in the case of radio. Tele- 
viewers are typically glued to their 


Fiz 


NEW—Dad’s Root Beer Co., Chicago, 
is introducing this carry-home carton of 
six junior size bottles of Dad’s Old Fash- 
ioned root beer. Malcolm-Howard Adver- 
tising, Chicago, is the agency. 


seats during a program. But tele- 
viewers sometimes during the eve- 
ning want to get food and drink 
or visit the bathroom.” 

The first issue also comments 


of The 


al Jane Clark admires The 
Blade’s Bridge Tournament 


Championship Trophy. 


Jerry Krall, Libbey 
High School and 
Ohio State star, with 
trophies The Blade 
awarded to All-City 
and Great Northern 
Conference high 
school football teams. 


Lloyd Kinder- » 
vater, right, is 
presented with 
The Blade’s 
Diamond 
Bowling Medal 
for a_ perfect 
300 score,from 
Jim Richard, 
bowling editor. 


€ Dick Huston, Uni- 
versity of Toledo 
football star, re- 
ceives the Glass 
Bowl Award for out- 
standing player per- 
formance from The 
Blade’s Richard 
Bridenbaugh. 


Two smiling-faced 
caddies with their 
awards from The 
Blade’s Caddie 
Tournament. 


v 


% Lhis is Toledo. 


. ; | ...where 1,054 Sports Events Awards are 
part of the Community Service Program 


TOLEDO BLADE 


During the past year The Blade awarded 
more than 1,000 trophies and medals, as 
well as numerous certificates to area teams 
and individuals. 


These were in recognition of outstanding 
performance in such sports as football, 
basketball, bowling, track and trap shooting, 
as well as in bridge and other recreational 
activities. 


Many of these awards have become a 
traditional part of The Blade’s Community 
Service Program and have won more than 
local attention. 


All have helped to increase public interest 
in the various events and to build a broader 
and better community spirit. 


* * * 
Toledo Blade Sports Events Awards include— 


All-City High School Basketball Team (Toledo) 
Great Northern Conference Basketball Team (Area) 
Amateur Basketball Federation (Toledo) 

Glass Bowl Player Award, University of Toledo 
All-City High School Football Team (Toledo) 
Great Northern Conference Football Team (Area) 
Most Valuable Football Players (Toledo and Area) 
High School Bowling Conference (Toledo) 


Bowling Achievement Awards 
(Public—Toledo and Area) 


DeVilbiss High School Night Relays (Open) 
Toledo Blade Trap Shoot (Toledo and Area) 
Maumee Valley Bridge Tournament (Area) 
Caddie Tournament (Local Golf Clubs) 


TOLEDO BLADE 


One of America’s Great Newspapers 
—in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


No. 77 in a Series 


Advertising Age, February 14, ° 


on the possibility “that televi: ion 
stars may have a very short | ife 
The continuing study appears to 
be finding evidence that televicw-. 
ers tire of their stars fairly rap ily 
... Stars must watch this ma’‘ter 
closely. Maybe they should fig ire 
on making their television money 
fast, and then wait for a ‘conie- 
back.’ Or maybe they § sho ilq 
‘spread themselves out’ by only 
relatively infrequent television «p- 
pearances.” 


we To date, the study asserts. 
“there does not appear to be :ny 
appreciable reduction in hours of 
viewing as between new and 51d 
television homes,” but “it is too 
early to conclude that the number 
of viewing hours will not decline 
in the future.” 

However, the study “finds case 
after case of marked contrast in 
the type of program preferred as 
between old and new television 
families. Program taste definitely 
varies with length of set owner- 
ship...Over-all program popu- 
larity is unduly influenced by the 
large percentage of set owners that 
are new. Therefore, the fact that 
changes are occurring is obscured.” 


ws The report injects a note of 
caution in evaluating this trend, 
however. “It is impossible at this 
time,” it says, “to give any def- 
initive answer to the question of 
which direction the program-type 
preferences may be expected to 
take. This is because of pro- 
gramming developments. For ex- 
ample, older set owners find an 
increasing preference for drama, 
but the very rapid advances made 
over the last several months in 
play production would naturally 
lead to this conclusion and not 
necessarily indicate a trend re- 
sulting from length of set owner- 
ship.” 


m The weekly reports are based on 
50 case studies per week using 
depth interview technique without 
a detailed questionnaire. The serv- 
ice, which also includes access to 
individual case studies, library and 
statistical research, and the use of 
the field staff to obtain answers 
to specific questions, is available 
from James E. Jump & Associates, 
45 W. 54th St., for $500 per year. 

Although confined at present to 
the New York area, the company 
plans to expand the service to 
other television markets as the 
demand justifies the broadened 
base. 


Renfield Starts H&H Drive 
Renfield Importers Ltd., New 
York, is launching a Haig & Haig 
Pinched Decanter and 5 Star 
Scotch whisky campaign, using 
full-page color ads and half. and 
two-thirds pages in black and 
white in eight magazines, and 400 
and 300-line ads in 40 newspapers 
Charles Dallas Reach Co., New 
York, is the agency. 
Appoints Garfield & Guild 
Bear Creek Orchards, Medford, 
Ore., packer of fruit, confections 
and preserves, has placed its ad- 


vertising with Garfield & Guild, 
San Francisco. 
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ABERDEEN, SOUTH DAKOTA 
* J.P. MALONEY, Advertising Manager 
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eb. 14-15. Inland Daily Press 
A--ociation, 65th midwinter meet- 
inc, Congress Hotel, Chicago. 

farch 7-9. National television 
conference, sponsored by the Chi- 
ecavo Television Council, Palmer 
House, Chicago. 

March 8-9. Domestic Distribu- 
tion Department, Chamber of 
Commerce of the United States, 
national marketing conference, 
Neil House, Columbus, O. 

March 10-12. Association of Wo- 
men Broadcasters, NAB, 6th an- 
nual convention, Drake Hotel, 
Chicago. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 


Arie Van Goor Named 
to McGraw-Hill Post 


Arie Van Goor, formerly assist- 
ant general manager of Meulen- 
hoff & Co., Amsterdam publisher 
and book dealer, has been named 
managing director and a member 
of the board of McGraw-Hill Pub- 
lishing Co. Ltd., London. Fred 
Sibley, secretary and _ treasurer, 
also was elected to the board. 

Mr. Van Goor succeeds Eugene 
P. Warner, who now will devote 
full time to his duties as vice- 
president and general manager of 
the McGraw-Hill International 
Corp. in New York. 


Goold to Wise, Smith Store 


‘ames Goold has been appointed 
Vice-president and general mer- 
chandise manager of Wise, Smith 
& Co., Hartford, Conn., department 
Store. He will direct the merchan- 
dis.ng and advertising divisions of 
the store, which is a unit of City 
Stores Co. Mr. Goold was formerly 
a civisional merchandise manager 
an! assistant general merchandise 
menager of LaSalle & Koch, To- 
leo, and held merchandising and 


Sas promotion positions with 
St-rn Bros., Franklin Simon’s and 


Macy’s. 


-ogan Heads Autocar 


‘dward F. Coogan, executive 
e-president of Autocar Co., 
imore, Pa., has been elected 
esident to succeed Robert P. 
ge Jr., who has resigned be- 
use of ill health. Mr. Page will 
chairman of the board. 


‘ ppoints Gray & Rogers 


General Machine Co., Emmaus, 
, manufacturer of the Electric 
rnace-Man stoker, Gemaco 
ezer and Gemaco oil burner, 

appointed Gray & Rogers, 
ladelphia, to handle its adver- 
ng and merchandising. 


Ad Council Approves Plan 
for Public Service Drives 


The Advertising Council’s board 
of directors in New York has ap- 
proved the National Association 
of Broadcasters’ independent sta- 
tions committee’s plan for public 
service campaigns. 

Under the proposal non-affili- 
ated radio stations will receive 
materials for public service cam- 
paigns similar to those now fur- 
nished to the networks. A majority 
of the country’s 400 independent 
outlets have indicated theif inter- 
est in such aids. 


Joins ‘Popular Science’ has ee a, a a a W. D. nog ~— —_ 
sn: named president, an illiam K.| appointed secretary. Jo . Ble- 
Phillip L. Babcock, formerly Blethen, secretary and treasurer,|then will continue as vice-presi- 


with the Popular Fiction Group of |i, been elected publisher and | dent. 


Popular Publications, New York, 
has joined the eastern advertising 
sales staff of Popular Science 
Monthly as New York state rep- 
resentative. 


‘Times’ Shifts Officers ; a ae Mae: 
Tee Pri td ENGRAVERS:CHICA ae ‘ 
president and publisher of the : esis ne aoe 2 ice eae 2 RR a a 
47 South Clark Street _—‘ Telephone WAbash 2-6284 


Seattle Times, has been elected to 
the new position of chairman of 
the board. Frank A. Blethen, who 
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THINK ae ’ Msxx o build sales in the Puget Sound 
ABOUT TACOMA 
FIRST: The Tacoma-Seattle retail trad- 


ing zones—the" Puget Sound Circle” Tacoma, too. The Tacoma market — effectively 
—account for $5% of Washington reac » ines lime “Tes . , 
Psi: ; eached only b > New 25° 
State's total business volume. You e hos the NS $s Tribune controls 25°7 
must have fu// impact in this market of this region's retail sales. Finish the job! When 
—and you get that impact on/y when : 
Tecoma, 000, ic effectively covered. you buy Seattle, always buy Tacoma. For then 
SECOND: Effective Tacoma cover. and only then—are you getting full coverage 


age can't be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


See These Tacoma-Pierce County 
Daily Coverage Figures! Th 
f Oo i. e 
THE TACOMA ie) = 
NEWS TRIBUNE 
° KTNT 
50% a 


Second Tacoma Paper ... 
Seattle Morning Paper ... . 9% 
Seattle Evening Paper ... . 3% 
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Anish the fob! 


country? Then do the whole job! Remember: 


Seattle coverage alone isn’t enough. You must cover 


of the billion-dollar-plus “Puget Sound Circle” 


m Wews Tribune 


Now Delivering More Than 60,000 Dail) 


Represented Nationally by 
The Sawyer, Ferguson, Walker Company: New York 
Detroit, Atlanta, Chicago, Los Angeles, San Francisc 
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American Steel Boosts Ong 


William I. Ong, who has been 
director of the public relations 
department of American Steel & 
Wire Co., Cleveland, and director 
of the Ohio-Michigan district pub- 
lic relations activities of other U. 
S. Steel subsidiaries, has been 
named assistant to the president 
of American Steel & Wire. Lewis 
E. Zender, assistant director, has 
_— appointed to succeed Mr. 

g. 


Adam Smith Named President 


Adam Smith, vice-president, has 
been named president of R. C. 
Smith & Son Ltd., Toronto agency. 
He succeeds his father, R. C. Smith, 
who becomes chairman of the 
board. 


ADS PULL BETTER 
IMustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 


a monthly. Used 
biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EVE* CATCHERS, inc., 10 East 38 St., N. Y.C. 16. 


$100,000 Venetian 
Blind PR Program 
Goes to Hannagan 


ATLANTIC Crry—A promotion 
fund of $100,000 was endorsed— 
with difficulty—by the Venetian 
Blind Association at its annual 
meeting here. 

Steve Hannagan Associates, New 
York, has been named to handle 
the program. Mr. Hannagan ex- 
plained to the group that emphasis 
will be on the “space that money 
can’t buy.” However, some of the 
$100,000 may go into advertising. 

The promotion budget gained a 
“vote of confidence” from members 
only after half a day of sometimes 
acrimonious debate. However, the 
plan must win approval by indi- 
vidual members on a mail ballot. 

John F. Otis, managing director 
of the association, who opposed an 
adopted reorganization plan to in- 
tegrate local associations with the 


national group, resigned. In his 


place the members named Minita 
Westcott of Storms & Westcott, 
Chicago firm specializing in trade 
association management. Mr.. Otis 
also urged that the $100,000 pro- 
motion fund be “surrounded by 
safeguards.” 

Kimberley Wiss, head of publi- 
city for the VBA, will continue in 
that post but will operate within 
the Hannagan organization. 


Venezuela Names PR Counsel 


The Republic of Venezuela has 
appointed the public relations firm 
of Daniel T. O’Brien & Associates, 
New York, to carry out an infor- 
mation program in the United 
States designed to promote inter- 
national trade and closer ties of 
friendship between the two coun- 
tries. An official information ser- 
vice has been established with of- 
fices at 1775 Broadway. 


Carter & Galantin Moves 


Carter & Galantin, Inc., litho- 
grapher, has moved its sales and 
creative departments to its plant 
at 214 W. 11th St., Los Angeles 15. 


have recognized the need of a hig 


For years we at Artkraft*, the nation’s sign headquarters, 
h quality, effective, outdoor neon illuminated sign for 


those merchandisers with a multiplicity of outlets, whose budget dictates a low cost sign, 
if such signs were to be used at all. To this end we have spent thousands of dollars on 
research and development and, as a result, 


* NOW 


prounry ANNOUNCES 


THE CREATION OF A SIGN ENTIRELY NEW IN CONCEPT 


THE SENSATIONAL WAT UJ_MASTER 


AT NOT JUST A SMALL SAVING —BUT, 


* A Miracle Ts. * 


Yes — at half the price of the lowest cost neon illuminated sign we have ever offered 
and at % or % the cost of that used by many of our present customers. This despite the fact 
that Artkraft* values have always been recognized as the greatest! 

With this remarkable development we anticipate many brand new users of neon 
sign advertising who never thought they could afford a sign program and that many present 
users will employ the Valu-Master to supplement and greatly expand their present identifi- 


cation program! 


SIGN COM 


o S22 @2Gae, 


. a gs 
a be 
(Antkraft: SIGN COMPANY ~* 
f \ 
PA N Y a Division of Anttraft*Manviacturing Corporation * 


Division of Antkrzafé* Manufacturing Corp. ff 
LIMA, OHIO, U.S. A. F 


1133 EAST KIBBY STREET 


¢ 1133 EAST KIBBY STREET 


LIMA, OHIO, U.S. A. 


Please send details on the new 
Artkraft® Valu-Master. 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


* Trademark Reg. U.S. Pat. Off. 


That Ford baby in tartan diaper and tam o’shanter, who has be: ) 
decorating the outdoor boards, is the daughter of Tommy Rowe of Be: 
ton & Bowles, New York. Little Evelyn is a full-fledged Conov: 
model. . . 

General Manager Julian Schwartz, of WSTC, Stamford, Conn., ar | 
Mrs. Schwartz are on a three-week holiday in California... Adria, 
Bauer, head of his own agency in Philadelphia, is getting together . 
portfolio of sketches in the course of a Caribbean cruise... The New 
Zealarid associate of Irwin Vladimir, J. M. A. Mott, is visiting New Yor: 
and Chicago on business... And Philip Morris & Co.’s president, Alfred 
Lyon, is enjoying a vacation in the Bahamas. . . 

Mal Hansen, farm service director of WOW, Omaha, has finished his 
38th speech about the WOW Farmers’ Trip to Europe, and Bill Wiseman, 
promotion manager of the station, has given 22 reports... The Ayer 
Twenty-five Year Club presented a portfolio from fellow artists and 
some luggage to Charles T. Coiner, v.p. and art director of N. W. Ayer 
& Son, Philadelphia, who is celebrating his 25th year with the agency. 

An adjunct professor is a full professor who is not a permanent mem- 
ber of a university’s staff—and that’s the new title for Edward L. 
Bernays, New York public relations counsel. He’s teaching a course in 
his favorite subject at New York University. . . 
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TESTING—St. Louis Adclubbers planning the 1949 Gridiron dinner, which is set for 
Feb. 23, pretest some food and drink served by Chef Raoul Plessi of the Hotel Jef- 
ferson. Left to right are Gridiron Chairman Martin J. Mullen, ad manager, General 
American Life Insurance Co.; James B. Wilson, D’Arcy Advertising Co., club president; 
Eugene J. Hoelscher, assistant sales manager of the hotel, and Chef Plessi. 


Ud aa Mack 


Walter J. Swanwick, assistant director of public and industrial rela- 
tions of Formfit Co., Chicago, immediate past commander of the Cook 
County Council of the American Legion, was given a movie camera and 
a life membership on the Legion’s executive board in recognition of 
his 28 years of service to the organization. . . 

Walter Annenberg, editor and publisher of the Philadelphia Inquirer, 
will receive the 1949 “Share Your Knowledge” gold medal of the Phila- 
delphia Club of Printing House Craftsmen at a meeting on March 26. . . 
The Italian War Cross has been awarded to Major Max Corvo, editor 
and publisher of the Bulletin, Italian-American newspaper in Middle- 
town, Conn., for his services during World War II as chief of intelligence 
operations, Italian division, OSS. . . 

In recognition of his contributions to the development of the Cali- 
fornia clothing market over the past 25 years, E. W. Stewart, Catalina, 
Inc., will be honored at a dinner to be held Feb. 24 at the Beverly Hills 
Hotel. Mr. Stewart is immediate past president of the California Ap- 
parel Creators, formed to promote California clothes and _ styles 
nationally. . . 

Feb. 12 was the publication date of “A Treasury of the Spoken Word, 
which the Hermitage Press, its publisher, calls “a different kind of verse 
collection.” The author is Ted Cott, v.p. and program director of WNEW, 
New York. .. Among the new titles by Conjure House, Detroit, are a 
first novel, “The Mysteries of Blair House,” by Roy Eastman, who heads 
his own research organization in New York, and “It’s a Great Life,” a 
book on specialty selling, by George F. Taubeneck, editor and publisher 
of Conjure House, author of several other business books, and publisher 
of Air Conditioning and Refrigeration News. . . 

Back from a brief stay in the hospital after a bit of carving for a 
growth on one of his eyelids, Henry G. (Ted) Little, exec. v.p. of 
Campbell-Ewald Co., Detroit, is getting the usual good natured kidding 
which an eye bandage always seems to suggest. . . 

Harry Ulmer, assistant general advertising manager of the Cincinna’i 
Times-Star, has a new grandson, born the last week of January to hs 
daughter, Mrs. J. A. Middleton. .. Joseph B. Havens, of J. M. Hickerso™, 
Inc., New York, is the proud father of Phyllis Darlington Havens, bor» 
on Jan. 27... 

Alan Green, a partner of Green-Brodie, New York, has written + 
whodunit called “The Body Beautiful,” which will be published by 
Simon & Schuster as an Inner Sanctum mystery next fall. . . Dor's 
E. Fleischman, wife and partner of publicist Edward L. Bernays, h:: 
written an article, “Notes of a Retiring Feminist,” appearing in tl: 
February issue of the American Mercury. .. Author of those amusir ‘ 
books, “To Hell with Fishing,” “To Hell with Hunting,” and “Ho ’ 
to Tell Fish from Fishermen,” is Ed Zern, copywriter of Geyer, Newe | 
& Ganger, New York. . . A feature story in the February issue :{ 
Air Force magazine, about the Air Forces’ new aptitude tests f © 
recruits, was written by Robert J. Boylan, of Gardner Advertisi: : 
Co.’s Washington public relations staff. . . 

That proud gleam in the eye of Roy Kellogg, managing direct: © 
of the Advertising Club of Los Angeles, is understandable; his so . 
Sam B., was selected as the “outstanding young citizen of Salt Lak: 
City” by the Salt Lake Junior Chamber of Commerce. . . KDKA : 
farm director, Homer Martz, was honored at the Pittsburgh Juni 
C. of C.’s annual “man of the year” banquet for his efforts on beha 
of agriculture through his “Farm Hour” program, his weekly colum 
in the Pittsburgh Press, and many field activities. . . 
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(An _ Average of Over 1,000,000 |Line M J __}iz muution 
The St. Louis Star-Times) in 1948 for of advertising so a fe mparisons 
the first time in its 65-year history are presented. H re some of the 
passed the million lines a month figure important States daily news- 
with a total of 12,288,590\lines of paid papers ¢ are below The Star-Times 
advertising. (Media Records figures.) in tojgf advertising in 1948 by Media 
It is hard to visualize a an amount rds fig 1] MILLION 
Newspaper otal Paid Lines| Star-Times Excess 
Chicago Herald-American ( 12,150,582 138,008 
New York World-Telegram 12,031,528 257,062 
Pittsburgh Sun-Telegrap (E) 11,982,008 306,582 
Cincinnati Enquirer (M) 11,842,416 446,174 
Boston Globe (M) 11,245,332 1,043,258 10 MILLION 
e ' ' 1044 47 
New York Sun (E) 11,116,559 1,172,031 
Buffalo Courier- Empress (M) 10,052,985 2,235,605 
San Francisco s (E) 9,929,217 2,359,373 
Des Moines Trifine (E) 9,898,559 2,390,03 | 
Pittsburgh Pog Gazette (M) 9,833,219 2,455,371 
St. Louis Glg@Be-Democrat (M) 9,429,848 2,858,742 
9 MILLION 
he gain of the Star-Times in total advertising volume 
in recent years is shown in the figures jon the chart 
underprinted in this advertisement. 
ion of a good newpaper plus the 
8 MILLION 
Results," is the best explanation of this advertising 
record and growth. 
R-TIMES = 
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NEW YORK CHIC 
(6,955,798 lines) 1946 


(10,232,097 lines) 


1947 


(11,392,100 lines) 


Nationally by The George A. McDevitt Co. 
AGO PHILADELPHIA CLEVELAND 


DETROIT 


1948 
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FC&B Volume Up 
Despite Loss of 
Luckies Billing 


New York—Shortly after with- 
drawing from the_ $12,000,000 
American Tobacco Co. account in 
March, 1948, Foote, Cone & Beld- 
ing announced to its staff that 
there would be no wholesale ex- 
odus of “displaced persons,” and 
that probably the agency’s vol- 
ume for the year would not be 
greatly under its $52,000,000-plus 
total for 1947. 

Last week, in complying with 
AA’s request for its 1948 billing 
figures, Foote, Cone & Belding 
pointed to a statement to the or- 
ganization, dated Jan. 18, 1949, in 
which it was shown that its total 
volume had actually increased 
slightly, from $52,359,553 in 1947 
to $52,597,262 in the year just 
closed. 

Thus, the six-year-old agency 
that opened for business with a to- 
tal of $20,000,000 in billing in 1943, 
managed, despite the loss in to- 
bacco volume, to show an increase 
for its fifth consecutive year. 


ws The $32,000,000 total increase 
is attributable not only to greater 
advertising activity on the part of 
such original clients as Armour, 
Bourjois, Frigidaire, California 
Fruit Growers Exchange, New 
York Central, Southern Pacific, 
International Cellucotton Products, 
Pepsodent, Lockheed, Safeway 
Stores, Beatrice Foods, Union Oil 
Co. and RKO, but also to more 
than a dozen major additions. 

These include General Foods 
(Postum), Liebmann Breweries, 
International Latex, Glass Con- 
tainer Manufacturers Institute, 
Carter Products (Stet), Rheem 
Mfg. Co., Van Raalte hosiery and 
the Federation of Swiss Watch 
Manufacturers, handled in New 
York; Hallmark greeting cards, 
Hiram Walker, Inc., American 
Bakers Association and Toni home 
permanent waves, in Chicago; and 
S&W Foods, Cole of California 
swim suits and B.B. pens, on the 
Pacific Coast. 

While FC&B’s principals prefer 
not to tell the percentage of total 
business originating in one office 
as against another, it is obvious 


Steck photos from Koufmonn ‘& 
Fabry ore like thet! .. . Out of our | 
500,000 on hand, one will fit your 

needs with psychic accuracy! A 


_ dollar bill or a company order 
will get you our lotest Stock 
Photo Cotolog .. . of which 
‘the supply is limited. 

KAUFMANN & FABRY CO- 

425 S. Wabash Ave. 

DEPT. a2 Chicago 5, Il. 


Photos on Sock J 


that the Chicago office is now the 
largest, with New York next and 
the West Coast operation third. 
European volume in 1948 amounted 
to more than $4,000,000. The agen- 
cy opened offices in London and 
Bienne, Switzerland, in 1947. 


# Another question Messrs. Foote, 
Cone and Belding prefer not to 
answer is whether they expect to 
make up in 1949 the $3,000,000 
or more they billed on American 
Tobacco in the first third of 1948. 
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“That,” said Emerson Foote, 
lighting a Lucky, “remains to be 
seen.” 


TV Broadcasters Group 
Expands Operations 


Television Broadcasters Associa- 
tion, New York, will inaugurate 
three new services for its mem- 
bers this spring. A monthly pro- 
gram exchange will be set up to 
compile information on _ station 
programs, sponsors and personnel. 

Quarterly status of the industry 
reports will be published, in ad- 


dition to monthly reports on tele- 
vision developments in Washing- 
ton. Dan Regan, former newspaper 
man, has been appointed to handle 
publicity for the association. 


‘Veteran's Post’ Becomes 
Monthly; Accepts Ads 


Veteran’s Post, New York, for- 
merly published as a quarterly by 
Gary Publishers Service, New 
York, will become a monthly 
newspaper, effective with the 
March issue. Edited and published 
by veterans, the newspaper, now 
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in its second year, covers veter \y 
affairs throughout the country. 
National advertising will be ; -. 
cepted for a paid circulation n wy 
in excess of 25,000. The guarante »« 
circulation will be 100,000 by : i. 
end of this year, according ¢, 
Frank Gary, board chairman. 


Open New Atlanta Agency 

J. Howard Allison Jr. and Ley js 
F. Gordon Jr. have opened an e j- 
vertising agency, called Gordc )- 
Allison & Co., at 1112 Peachtre« 
St., N. E., Atlanta. 


ON THE PACIFIC COAST? 


i. IS NO BULL.. 


.If you're really shooting for 


maximum sales by radio on the big Pacific Coast, use the big 45-station Don Lee 


Network and get what you're after. To make the most sales possible, you need the 
biggest network possible on the Pacific Coast, for radio listening here is different. 
People listen to their own local network station rather than to out-of-town or 


distant ones, because mountains up to 15,000 feet surround many of these markets 


and make long-range reception unreliable. 
It takes a lot of local network stations to release your message from within every 


important buying market—and Don Lee is the only network big enough to do it. 


LEWIS ALLEN WEISS, President WILLET H. BROWN, Exec. Vice-Pres. * WARD D. INGRIM, Director of Advertising 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 
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Of the 45 Major Pacific Coast Cities 


ONLY 10 3 

have stations have Don Lee 
of all 4 and 2 other 
networks network stations 
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network station 


7 25 
have Don Lee have Don Lee 
and 1 other and NO other 
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AFA Names Judges 
for Club Awards 


New YorK—The Advertising 
deration of America has ap- 
inted a committee of five to 
ige this year’s entries in its 
mpetition for AFA awards for 
ib achievement. 
[hose who have accepted the 
pointment are: Henry E. Abt, 
trand Names Foundation; Dr. 
nobert A. Love, City College of 


New York; William Reydell, New- 
ell Emmett Co.; Frederic Schneller, 
Lever Brothers Co., and Edwin F. 
Thayer, Tide. 

This year awards will be made 
for outstanding accomplishment in 
each of three classifications—pub- 
lic relations for advertising, public 
service through advertising, and 
education in advertising. The clos- 
ing date for entries is April 27. 
The awards will be presented at 
the federation’s 45th annual con- 


vention in Houston, May 29-June 1. 


Winter Opens Own Agency 


William Winter, formerly adver- 
tising manager of the Western 
Journal of Surgery, has estab- 
lished a general advertising agency 
in the Phoenix building, Portland, 
Ore. 


Durstine Appoints Barnes 


Vivienne Barnes, formerly con- 
test editor of Butler Brothers, Chi- 
cago, has been named production 
manager in the San Francisco of- 
fice of Roy S. Durstine, Inc. 


Shrader Leaves KPO] 


Byron Shrader has resigned as 
promotion and public relations di- 
rector of Station KPOJ, Portland, 
Ore., to go to Hollywood March 15 
to produce and plan commercials 
on film for television. 


Appoints Crawford 

William J. Crawford has been 
named manager of dealer sales of 
the building products division of 
Great Lakes Carbon Corp., New 
York. He has been with the com- 
pany since 1945. 


Don Lee has 45 stations... one in every city where the other three Pacific Coast 


networks have one—and to cover the rest of the Pacific Coast, Don Lee has twice 


as many stations as the other three networks combined. (In the “outside” market, 


Network A has eleven stations, Network B has three stations, and Network C 


has two stations...compared to Don Lee’s 32 stations.) 


To meet 1949's increasing competition, you need radio. You need the big Pacific 


Coast, with its more than 13% million people who spend over 14% billion dollars 


a year in retail sales. Use the Don Lee Network of 45 stations and bag your maxi- 


mum sales on the big Pacific Coast! 


The Nations Greatest Regional Network 


& 


SO 


_ DON LEE e 


BROADCASTING SYSTEM 


. 


Question... 


WHERE CAN © 
YOU GET 
SUCH A 
LARGE 
AUDIENCE? 


Answer: 


In Greater 
Toronto 
Canada’s 
Richest 
Market... 


more than 


80% 


of the families 


read the — 


TORONTO | 
DAILY 
STAR 


NOW OVER 


360,000 


Copies Daily 


80 King St. West, Toronto 
University Tower Bldg., Montreal 
In U.S.—Ward-Griffith, Inc. 
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i: Sporting goods dealers prefer Field 


a 


Get the Facts and. Figures about your products | 
and the sportsman’s market from Field & Stream 


as Not just general information, but reliable and authentic facts and figures about your product— 
the market-use habits, ownership, buying intentions, sporting goods dealer attitude, and a wealth 


of other facts you can use to make your advertising dollars produce better results. 


A complete set of facts and figures about your own business is available at no cost from any 


Field & Stream advertising office. 


FIELD & STREAM sf Field & Stream carried 


4132 nore 


pages than Magazine Z* 


Field & Stream carried 


More advertisers used more 
space in 1948 and for the past 


38 years in Field & Stream than (; $ | 
in any other sportsman’s maga- : more 
zine—because they buy adver- of advertising* pages thanMagasine Y* 
tising on facts and figures. 


*Pages of advertising carried by three leading sportsman’s 
magazines during the year 1948, as compiled by Printers’ Ink. 
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New York 

Fred Klaner, Advertising Director, 

Field & Stream Publishing Co., 

515 Madison Avenue, New York 22, N. Y. 
Felephone: Plaza 3-8544 


: 


FIELD & STREAM ADVERTISING OFFICES 


Chicage Pacific Coast 
J. Williams Macy, Western Mar., William F. Coleman, 
1038 Henry Building, 


Wrigley Building, 
Seattle 1, Washington 


Chicago 11, Illinois 
Telephone: Delaware 8994 Telephone: Elliot 4315 
;% t 53 


Point-of-sale fot more 650.000 tor 


Charles J. Sheppard, 

Sheppard & Sheppard, 

1963 Penobscot Bui ilding, Detroit, Mich. 
Telephone: Woodward 2-3080 
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Amm.-i-dent Sets 
National Drive 
for Toothpowder 


Jersey City, N. J.—Amm-i-dent, 


the new ammonium-ion tooth 
powder manufactured by the Po- 
loris Co. and distributed by Block 
Drug Co., was introduced for the 
first time to consumers in 20 Sun- 
day newspapers in the Metropol- 
itan Group on Feb. 6 (AA, Feb. 
7). 

The ad, which features an ar- 
ticle, “New Brush-Off for Dental 
Decay,” in the February Reader’s 
Digest, was repeated the next 
day, in daily newspapers in other 
selected markets. 

The granting of the Parents’ 
Magazine Consumer Service Bu- 
reau’s “tested and commended 
seal” to Amm-i-dent will be fea- 
tured in a full-page ad in Parents’ 
for March. An article in the same 
issue will describe results of tests 
with the product, which showed 
an average 35% reduction in tooth 
decay rates of hundreds of re- 
search patients. 


a The company plans to expand 
its newspaper campaign and is 
scheduling ads in magazines start- 
ing in the spring. Selective an- 
nouncements will also be used. 
Advertising expenditures for 1949 
might very well reach $1,000,000, 
according to George Abrams, Block 
Drug advertising manager, who 
predicts a spectacular success for 
this product similar to the Toni 
home permanent boom. 

Cecil & Presbrey, New York, is 
handling Amm-i-dent’s drug trade 
and consumer advertising (AA, 
Feb. 7). Spreads each month in 
Dental Survey and Oral Hygiene 
are being placed by Noyes & 
Sproul, New York. 


Clarence Barnes Joins B&B 


Clarence A. Barnes Jr., formerly 
with Compton Advertising and 
Arthur Kudner, -Inc., New York, 
has joined Benton & Bowles, New 
York, as an art director. 


McMurphey Agency Moves 


George W. McMurphey Advertis- 
ing Agency, Portland, Ore., has 
moved from the Lewis building to 
new and larger quarters at 2014 
N. E. Sandy Blvd. 
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Gets Oscar Mayer Account 

Sherman & Marquette, Chicago, 
has been appointed to handle the 
advertising of Oscar Mayer & Co., 
Chicago meat packer, effective 
May 1. The account was formerly 
handled by Mitchell-Faust Adver- 
tising Co., Chicago. 


Andy Murphy Joins N3C 

Andy Murphy, formerly on the 
Chicago publicity staff of Amer- 
ican Broadcasting Co., has joined 
the Chicago press department of 
National Broadcasting Co. as a 
staff writer. 


Simms and Judd Form Agency 

Richard L. Simms Jr. and Eugene 
C. Judd, both formerly with 
Wyckoff & Parish, have formed 
their own advertising agency, 
Simms & Judd Advertising, with 
offices at 312 Professional build- 
ing, Miami, Fla. 


To Lippincott & Margulies 


Farnsworth Chapin, formerly 
with Plastics Manufacturers, Inc., 
Stamford, Conn., has been named 


Names Boyce & Hodges 


Boyce & Hodges Advertising, 
Cleveland, has been named to di- 
rect the advertising of Oil-Dicator, 


in-the-car engine oil level in- 
dicator, made by Parkwood Mfg. 
Co., Haddon Heights, N. J. Mag- 
azines, trade publications and di- 
rect mail will be used. 


Names Daniels Copy Chief 
Barney Daniels, former copy 
chief of Franklin Bruck Advertis- 


manager of new product sales of|ing, New York, has joined Stuart 


Lippincott & Margulies, Inc., New 


York, industrial designer. 


Bart & Getschal, New York, in the 
same capacity. 


Advertising Age, February 14, 1 49 
Appoints C. E. Scott 


C. E. Scott, formerly vice-pr »s- 
ident of sales and advertising of 
Rittling Corp., Buffalo, manuf .c- 
turer of heat transfer produ ts. 
has been appointed manager of he 
unit heater and convector di /j- 
sion of United States Radia o, 
Corp., Detroit. 


Smith to Gordon & Mottern 

Robert Smith, formerly w th 
Morse International and Pedla: & 
Ryan, New York, has joined G.r- 
don & Mottern, New York, as irt 
director. 


Stability comes of many products 


the doestt rule the 100857... 


Of course, he has plenty to crow about... eggs and poultry are “‘big time’’ in 
Pennsylvania. But so are cattle, hogs, milk, grain—Pennsylvania farmers have a 
year-round steady income. 


STABILITY. These many products give Pennsylvania a stability 
unmatched by most upper-third farm states. 


STABILITY. Pennsylvania has more markets for its products— 
995 as compared to other states’ average of 349. Pennsyl- 
vania farmers spend less to sell their products, save more 


to buy yours. 


STABILITY. Pennsylvania was a great farm state when most 
others weren’t even explored! 


And Pennsylvania is a great farm state today—great in products, in markets, in 
farm experience. Well-informed, too—7 out of 10 farm families are regular readers 


of PENNSYLVANIA FARMER. 


*" FARMER 


Crmrnticlicied witht MET AMA ETI GIN seni Fn seirit 


No farm area of equal size and wealth can match the stability of 
The Golden-Crescent. It has greater age...more market centers... 
a larger variety of products. Served by MICHIGAN FARMER, 
THE OHIO FARMER, and PENNSYLVANIA FARMER, 
The Golden Crescent safeguards your profits through the ups and 
downs of the farm market. For further information write 1013-O 
Rockwell Avenue, Cleveland 14, Ohio. 


PENNSYLVANIA FARMER, Harrisburg 
MICHIGAN FARMER, East Lansing + THE OHIO FARMER, Cleveland 
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ea, WFIL Patronizes 

1sin . 

oad ° 5 Other Stations 

rodu ts. - 

er of he I 10 Lure Listeners 

Radia be PaILADELPHIA—Five Pennsyl- 
yar a daytime stations now sign 
off with the suggestion that their 

ern listeners switch their sets to WFIL 

ly wth or WFIL-TV. 

edlar & WFIL is carrying daily sign-off 

ed G.r- anr ouncements on WNAR, Norris- 

ty @S rt town; WPWA and WVCH, Ches- 


ter; WKDN, Camden, and WJMJ, 


Philadelphia. 

The spots advise listeners to 
tune to “WFIL for your evening 
listening pleasure or to WFIL-TV 
for outstanding television enter- 
tainment,” and list broadcast and 
telecast program highlights. 


Set Electrical Living Show 


The second annual National Tel- 
evision and Electrical Living Show 
will be held at the Chicago Coli- 
seum, Sept. 30-Oct. 9. Harry Alter 
has been renamed chairman of 
the show. 


Hoffmann-La Roche Ups Hardt 


Robert A. Hardt, director of 
sales and advertising, has been 
promoted to vice-president in 
charge of sales and advertising of 
Hoffmann-La Roche, Inc., Nutley, 
N. J., pharmaceutical firm. 


To Smith, Bull & McCreery 

Smith, Bull & McCreery, Holly- 
wood, has been appointed to handle 
the advertising of the Los Angeles 
Mirror. The account was formerly 
handled by J. Walter Thompson 
Co. 


Eversharp to Use Video 


Eversharp, Inc., Chicago, will 
make its initial plunge into tele- 
vision this spring with a series 
of filmed announcements for 
Schick Injector razors. The cam- 
paign, through Biow Co., New 
York, is expected to start in April. 


White Joins Biow Co. 


J. Kenneth White, former ac- 
count executive at Federal Adver- 
tising Agency, New York, has 
joined Biow Co., New York, in a 
similar capacity. 
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Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


ce a ee +. tll 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. ‘ 


—when you use the same avenue 
of communication your 
customers do 


You can spread the prestige of your 
products in the magarzine acknowledged 
the biggest success 


ee TE 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a heolthy fight. Make it profitable. Use 


the Is? paper 
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Sanka, Whitehall 
and Oldsmobile 
Buy CBS-TV Shows 


New YorK—CBS-TV last week 
was giving its AM counterpart 
competition as a subject for news. 

The coffee division of General 
Foods Corp. bought “The Gold- 
bergs” for airing over Columbia’s 
eastern and midwestern networks. 
Sanka’s sponsorship over ten sta- 
tions will start March 28 when the 
serial, which had a 17-year run in 
daytime radio, will be telecast at 
9 p.m., EST. Young & Rubicam is 
the agency. 

One new client was obtained at 
the expense of NBC, which lost 
“Mary Kay and Johnny” and their 
sponsor, Whitehall Pharmacal Co., 
to CBS. This will be the third net- 
work for television’s Mr. and Mrs. 
team, which originated at DuMont. 
The show, placed through Dancer- 
Fitzgerald-Sample, will be carried 
over five East Coast Columbia sta- 


tions starting Feb. 23 at 9 p.m., 
EST. 

Meanwhile, Oldsmobile division 
of General Motors—an early video 
client—signed to sponsor a twice 
weekly newscast over nine eastern 
and midwestern CBS stations. 
Time for the 15-minute program, 
which was bought through D. P. 
Brother & Co., is Tuesdays and 
Thursdays at 7:30 p.m., EST. The 
telecast will start Feb. 24. 


Jr. Women’s Adclub Elects 
Scharnberg President 


Jeanne Scharnberg, associate ed- 
itor of ADVERTISING AGE, has been 
elected temporary president of the 
newly organized Junior Women’s 
Advertising Club of Chicago, spon- 
sored by the Chicago Women’s 
Advertising Club. 

Other temporary officers elected 
include: Doris Bennett, of the 
Chicago Sun Times, vice-presi- 
dent; Virginia Royce, H. M. Gross 
Advertising Co., secretary, and 
Doris Adams, Sears, Roebuck & 
Co., treasurer. 


IT'S EASY WITH 


St. Valentine's Day .. . or any . 
other day ... the easiest and best 

way to woo increased sales for your 
product, or your client’s product, in 
the billion and one-half dollar Memphis 
Market is to use the combined daily circula- 
tion of BOTH Memphis newspapers (306,044*) 
at an optional daily combination rate SAVINGS 
of 13c per linel It's the RIGHT COMBINATION 
for the RIGHT results! 


“ABC Publisher's Statement 9-30-48 


Scripps-Howard Newspapers 
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Cory Corp. to Use 
‘Collier's’, ‘Post 
for Four Campaigns 


CuicaGo—Cory Corp. here w || 
use Collier’s and The Saturd , 
Evening Post this year to prom: e 
its glass coffee brewer, elect: 
knife sharpener, automatic ele - 
tric coffee brewer and Fresh’n - 
Aire fans. 

All four separate but relat 4 
drives will be scheduled in te 
same media to gain dominance py 
the market reached by the pu- 
lications. The company feels t} it 
each drive will have greater i,)- 
pact than if a scattered media | st 
were employed. 

Kick-off four-color copy for the 
glass coffee brewer will occupy 
one-half page in the Feb. °6 
Collier’s, and will be followed hy 
half-page black-and-white inser- 
tions in The Saturday Evening 
Post. 


ws Copy will have a more com- 
petitive twist than in previous ads. 
Built around the theme, “A matter 
of good taste,” the insertions will 
challenge the reader to “taste 
the difference’ between Cory- 
brewed coffee and coffee pre- 
pared by any other method. The 
ads also will carry a tag line aimed 
at the metal vacuum brewers, 
which reads, “You can see your 
Cory is clean.” 

As for the competing glass 
vacuum brewers, Cory says “Cory 
glass is stronger, too,” and then 
describes its process of flame- 
testing glass. 

The company’s electric knife 
sharpener will be featured in a 
series of quarter-page, black-and- 
white ads. The campaign pro- 
moting the automatic electric 
coffee brewer and Fresh’nd-Aire 
fans is still in the planning stage, 
although it is expected that the 
same media will be used. 

Weiss & Geller is the agency. 


BSF&D Advances Ayers 


Walter C. Ayers, who has been 
a senior partner of Brooke, Smith, 
French & Dorr- 

wet ance, Inc., Detroit 

4 and New York 
advertising agen- 
cy, for many 
years, has been 
named executive 
vice-president of 
the agency, with 
headquarters in 
the Detroit office. 
Mr. Ayers’ new 
post is a further 
step in a reorgan- 
ization and ex- 
pansion program which has been 
in progress at BSF&D since 1945. 


4 tm 


W. C. Ayers 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 4-2300 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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SAMERICA’S BIGGEST SELLING LIQUEURS 


cs tee te Sah mem 
at 


==> WESTERN UNION © 

emi T STERN 

18665 MUIRLAND = DETROIT, MICH.= 
INERY 

YOU ARE KNOWN FOR FINE MACH 

FOR A FINE TREAT ANY TIME, SERVE ARROW 

BLACKBERRY BRANDY TOPS FOR QUALITY= 

JUDGE ARROW 


ETAT 
BLACKBERRY 


FLAVORED 
BRANDY 


eREVERSED—Emil T. Stern, partner in a 


large Detroit machinery business, re- 

ceived a telegram from Arrow Liqueurs 

Corp., Detroit. The message was then 

featured in the company’s unusual “‘re- 

verse testimonial” newspaper campaign 

in that area. Simons-Michelson Co. is the 
agency. 


Arrow Liqueurs Uses 
Reverse Testimonials 
in the Detroit Area 


Detrorir—Arrow Liqueurs Corp. 
reports successful use of its un- 
usual series of “testimonial in re- 
verse” newspaper ads in the De- 
troit area. 

The series of 125-line ads fea- 
tures Western Union telegraph 
messages directed to prominent 
Detroit residents. Typical is the 
one addressed to Tony Weitzel, 
columnist and broadcaster. Copy 
reads: “Your broadcasting and 
column are famous. Serve Arrow 
blackberry flavored brandy, also 
famous for quality. (Signed) Judge 
Arrow.” 

When the campaign opened, 
Simons-Michelson Co. invited in- 
dividuals to participate in the pro- 
motion. The series has become so 
popular, however, that the com- 
pany now has an unsolicited wait- 


ing list. 
Arrow also will use half-page, 
10—-COlO ads_ monthly in Life, 


ee ctr em 


WHLI Appoints Fitzgerald 


Edward D. Fitzgerald, formerly 
assistant manager in charge of 
credits at the Hotel Governor Clin- 
ton, New York, has been named 
an account executive of Stations 
he ae and WHLI-FM, Hempstead, 

% 4 


Appoints Malcolm Todd 


Malcolm M.. Todd has been ap- 
pointed Canadian division sales 
manager of Iron Fireman Mfg. Co. 
of Canada, Toronto. He has been 
with the company since 1932. 


Youngman Rejoins Keppler 


Paul Youngman has rejoined the 
staff of Victor Keppler, New York 
photographer, as sales representa- 
tive. He was at one time on the ad- 
vertising staff of the New York 
Herald Tribune and Sun. 


Burton-Dixie Ups Ofticers 


Arthur Wesley, president, has 
been elected vice-chairman of the 
board of Burton-Dixie Corp., Chi- 
cago. John G. Sevcik, executive 
vice-president, was named presi- 
|dent of the company. 


"TL gc, Mm a ls Me eS ak 


Joins J]. P. Lohman Firm 


Arthur J. Lohman, formerly in 
the engineering department of Da- 
vid Bogen Co., has joined J. P. 
Lohman Organization, New York 
publicity firm. He will service in- 
dustrial and technical accounts. 


Gets Publication Account 


Media Promotion Organization, 
New York, has been named to han- 
dle the advertising promotion of 
Practical Home Economics, pub- 
lished by Lakeside Publishing Co., 
New York. ’ 


25 


Shinn Joins Compton 

Herbert S. Shinn, formerly with 
Lennen & Mitchell, New York, has 
joined Compton Advertising, New 
York, as outdoor buyer. 


CLYDE J. HIBLER 


Consultant 


Ch 

TECHNICAL WRITING | 
Catalogs, Publicity 
Training Manuals 


30 W. Washington Street » Y, 
ANdover 3-5997 Chicago ?, III. ° s cn» 
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| FURNISHING — Complete 
|readership data for all national 

| ads appearing in the TOLEDO 
BLADE on these dates: — 


| February 15 


| March 1 
| March 15 
| March 29 

April 12 
| « 


Send copy to the BLADE 
marked for “survey issue” with 
date or dates desired. Reports 
available IN 8 to 10 days after 
insertion dates. Costs extremely 
reasonable. Write for details. 


| Publication Research Service 
201 No. Wells Street 


| CHICAGO 6, ILL. RA 6-8786 


STREET +" “CHICAGO 


1, Thins 


Fashion folder or machine tool catalog, 2-page brochure or 20-page house 


organ— you put PRESTIGE on every Copy when you print on TI-OPAKE! 


This is International’s quick-drying paper for letterpress or offset. In smooth 


or vellum finish. It is so opaque you can print both sides with a minimum of 


show-through! International Paper Company, 220 FE. 42nd St., New York 17, N. Y. 


INTERNATIONAL PAPERS 


for 


Printing and Converting 
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HEY, 
HOLD THAT 
TRAIN! WE 
MUST BE IN 
PITTSBURGH 
ON 
MARCH 27, 


/E EDITION OF THE 
PITTSBURGH POST-GAZETTE 


Sanka, Whitehall 
and Oldsmobile 
Buy CBS-TV Shows 


New YorK—CBS-TV last week 
was giving its AM counterpart 
competition as a subject for news. 

The coffee division of General 
Foods Corp. bought “The Gold- 
bergs” for airing over Columbia’s 
eastern and midwestern networks. 
Sanka’s sponsorship over ten sta- 
tions will start March 28 when the 
serial, which had a 17-year run in 
daytime radio, will be telecast at 
9 p.m., EST. Young & Rubicam is 
the agency. 

One new client was obtained at 
the expense of NBC, which lost 
“Mary Kay and Johnny” and their 
sponsor, Whitehall Pharmacal Co., 
to CBS. This will be the third net- 
work for television’s Mr. and Mrs. 
team, which originated at DuMont. 
The show, placed through Dancer- 
Fitzgerald-Sample, will be carried 
over five East Coast Columbia sta- 


tions starting Feb. 23 at 9 p.m., 
EST. 

Meanwhile, Oldsmobile division 
of General Motors—an early video 
client—signed to sponsor a twice 
weekly newscast over nine eastern 
and midwestern CBS stations. 
Time for the 15-minute program, 
which was bought through D. P. 
Brother & Co., is Tuesdays and 
Thursdays at 7:30 p.m., EST. The 
telecast will start Feb. 24. 


Jr. Women’s Adclub Elects 
Scharnberg President 


Jeanne Scharnberg, associate ed- 
itor of ADVERTISING AGE, has been 
elected temporary president of the 
newly organized Junior Women’s 
Advertising Club of Chicago, spon- 
sored by the Chicago Women’s 
Advertising Club. 

Other temporary officers elected 
include: Doris Bennett, of the 
Chicago Sun Times, vice-presi- 
dent; Virginia Royce, H. M. Gross 
Advertising Co., secretary, and 
Doris Adams, Sears, Roebuck & 
Co., treasurer. 


ans IT'S EASY WITH 


St. Valentine's Day . . . or any 
other day... the easiest and best ~ 
’ R way to woo increased sales for your 


product, or your client’s product, in 


the billion and one-half dollar Memphis 
Market is to use the combined daily circula- 


. tion of BOTH Memphis newspapers (306,044*) 


ork of 13c per linel It's the RIGHT COMBINATION 
for the RIGHT results! 


. *ABC Publisher's Statement 9-30-48 


Scripps-Howard Newspapers 
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at an optional daily combination rate SAVINGS 


MEMPHIS PRESS-SCIMITAR | : 
THE COMMERCIAL APPEAL 
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Cory Corp. to Use 
‘Collier's’, ‘Post’ 
for Four Campaigns 


Cuicaco—Cory Corp. here y |] 
use Collier’s and The Saturd 
Evening Post this year to prom: 
its glass coffee brewer, elect | 
knife sharpener, automatic el 
tric coffee brewer and Fresh’n |- 
Aire fans. 

All four separate but relat q 
drives will be scheduled in ¢ i¢ 
same media to gain dominance yp 
the market reached by the pu>- 
lications. The company feels t! at 
each drive will have greater ji; )- 
pact than if a scattered media } st 
were employed. 

Kick-off four-color copy for tie 
glass coffee brewer will occupy 
one-half page in the Feb. 26 
Collier’s, and will be followed by 
half-page black-and-white inser- 
tions in The Saturday Evening 
Post. 


‘(°onack 


ws Copy will have a more com- 
petitive twist than in previous acs. 
Built around the theme, “A matter 
of good taste,” the insertions will 
challenge the reader to “taste 
the difference’ between Cory- 
brewed coffee and coffee pre- 
pared by any other method. The 
ads also will carry a tag line aimed 
at the metal vacuum brewers, 
which reads, “You can see your 
Cory is clean.” 

As for the competing glass 
vacuum brewers, Cory says “Cory 
glass is stronger, too,” and then 
describes its process of flame- 
testing glass. 

The company’s electric knife 
sharpener will be featured in a 
series of quarter-page, black-and- 
white ads. The campaign pro- 
moting the automatic electric 
coffee brewer and Fresh’nd-Aire 
fans is still in the planning stage, 
although it is expected that the 
same media will be used. 

Weiss & Geller is the agency. 
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Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 4-2300 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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= ‘S BIGGEST SELLING LIQUEURS 


for he tow 


=) WESTERN UNION © 
; Emit T STERN 

18665 MUIRLAND = DETROIT, MICH.= 

YOU ARE KNOWN FOR FINE MACHINERY 

FOR A FINE TREAT ANY TIME, SERVE ARROW 
BLACKBERRY BRANDY TOPS FOR QUALITY= 
JUDGE ARROW 


BLACKBERRY 
FLAVORED 
BRANDY 


REVERSED—Emil T. Stern, partner in a 


large Detroit machinery business, re- 

ceived a telegram from Arrow Liqueurs 

Corp., Detroit. The message was then 

featured in the company’s unusual “‘re- 

verse testimonial” newspaper campaign 

in that arec. Simons-Michelson Co. is the 
agency. 


Arrow Liqueurs Uses 
Reverse Testimonials 
in the Detroit Area 


Detroit—Arrow Liqueurs Corp. 
reports successful use of its un- 
usual series of “‘testimonial in re- 
verse” newspaper ads in the De- 
troit area. 

The series of 125-line ads fea- 
tures Western Union telegraph 
messages directed to prominent 
Detroit residents. Typical is the 
one addressed to Tony Weitzel, 
columnist and broadcaster. Copy 
reads: “Your broadcasting and 
column are famous. Serve Arrow 
blackberry flavored brandy, also 
famous for quality. (Signed) Judge 
Arrow.” 

When the campaign opened, 
Simons-Michelson Co. invited in- 
dividuals to participate in the pro- 
motion. The series has become so 
popular, however, that the com- 
pany now has an unsolicited wait- 
ing list. 

Arrow also will use half-page, 
two-color ads monthly in Life, 
car cards and spectaculars this 
year. 


Corner Heads New Division 


Malcolm D. Corner, formerly on 
the commercial research staff of 
United States Steel Corp. of Del- 
aware, has been appointed com- 
mercial research manager of 
American Bridge Co., Pittsburgh, 
a U. S. Steel subsidiary. The ap- 
pointment marks the establishment 
of a new division in the contract- 
ing department. 


] e 
| MORE DATES 
_ ANNOUNCED 
| FOR 

TOLEDO SURVEYS 


FURNISHING — Complete 
readership data for all national 
ads appearing in the TOLEDO 
BLADE on these dates: — 


February 15 
March 1 
March 15 
March 29 | 
April 12 
e 


Send copy to the BLADE 
marked for “survey issue” with 
date or dates desired. Reports 
available IN 8 to 10 days after 
insertion dates. Costs extremely 
teasonable. Write for details. 


Publication Research Service | 
201 No. Wells Street 


CHICAGO 6, ILL. RA 6-8786 


WHLI Appoints Fitzgerald 


Edward D. Fitzgerald, formerly 
assistant manager in charge of 
credits at the Hotel Governor Clin- 
ton, New York, has been named 
an account executive of Stations 
hr a and WHLI-FM, Hempstead, 


Appoints Malcolm Todd 


Malcolm M. Todd has been ap- 
pointed Canadian division sales 
manager of Iron Fireman Mfg. Co. 
of Canada, Toronto. He has been 
with the company since 1932. 


‘vice-president, was named presi- 


Youngman Rejoins Keppler 


Paul Youngman has rejoined the 
staff of Victor Keppler, New York 
photographer, as sales representa- 
tive. He was at one time on the ad- 
vertising staff of the New York 
Herald Tribune and Sun. 


Burton-Dixie Ups Officers 


Arthur Wesley, president, has 
been elected vice-chairman of the 
board of Burton-Dixie Corp., Chi- 
cago. John G. Sevcik, executive 


dent of the company. 


Joins J]. P. Lohman Firm 


Arthur J. Lohman, formerly in 
the engineering department of Da- 
vid Bogen Co., has joined J. P. 
Lohman Organization, New York 
publicity firm. He will service in- 
dustrial and technical accounts. 


Gets Publication Account 


Media Promotion Organization, 
New York, has been named to han- 
dle the advertising promotion of 
Practical Home Economics, pub- 
lished by Lakeside Publishing Co., 
New York. ‘: 


Shinn Joins Compton 

Herbert S. Shinn, formerly with 
Lennen & Mitchell, New York, has 
joined Compton Advertising, New 
York, as outdoor buyer. 


CLYDE J. HIBLER 


Consultant 


ps 

TECHNICAL WRITING /7 
Catalogs, Publicity 
Training Manuals 


30 W. Washington Street 7 
ANdover 3-5997 Chicago ?, III. “° 7 == sue@®™ 
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bring your te 


to life: 


Fashion folder or machine tool catalog, 2-page brochure or 20-page house 
organ — you put PRESTIGE on every copy when you print on TI-OPAKE! 
This is International’s quick-drying paper for letterpress or offset. In smooth 
or vellum finish. It is so opaque you can print both sides with a minimum of 


show-through! International Paper Company, 220 E. 42nd St., New York 17, N. Y. 
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Tyson Elects Officers 


Fay Keyler, executive vice-pres- 
ident, has been elected president 
of O. S. Tyson & Co., New York. 
Oscar S. Tyson is chairman of the 
board. Other officers appointed in- 
clude: Kenneth W. Bailey and 
Richard V. Morrison, vice-presi- 
dents; Irwin W. Tyson, vice-presi- 
dent and treasurer, and Mildred 
G. Gleason, secretary and assistant 
treasurer. 


Names Dunay & Rader 


Nott Mfg. Co., Mt. Vernon, N. 
Y., has appointed Dunay & Rader, 
New York, to handle advertising 
tt insecticides and garden chemi- 
cals. 


Full-Color Spreads 
to Introduce New 
Chrysler Models 


ATLANTIC Crry—Chrysler Corp. 
unwrapped its 1949 Chrysler mod- 
els and advertising campaign si- 
multaneously at a meeting of some 
2,200 of the company’s dealers 
at Convention Hall here Feb. 4. 

Joseph A. O’Malley, general 
sales manager for the Chrysler di- 
vision, told the dealers that the 
“silver anniversary” models are 
“the greatest you’ve ever been 
privileged to sell” and that they 
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will be backed by the “greatest 
campaign in the corporation’s his- 
tory.” 

With the public showing of the 
new cars set for March 11, the 
ad campaign will begin in evening 
newspapers throughout the country 
March 10. Mr. O’Malley promised 
that full-page ads heralding 
“Chrysler’s Great New Car” will 
appear in newspapers in every 
town where a Chrysler dealer is 
located. 

Four-color spreads on the new 
Chrysler will appear in Collier’s, 
Esquire, Fortune, Harper’s Ba- 
zaar, Holiday, Life, Look, National 
Geographic, The New Yorker, 
Newsweek, The Saturday Evening 
Post, Time, in farm papers and 
other publications. McCann-Erick- 
son handles the account. 


ws The schedule calls for a gen- 
eral approach in March, with at- 
tention being drawn to the sta- 
tion wagon and convertible in 
April, the Town and Country in 


May and the Crown Imperial in 
June. 


As a feature of promotion stunts 
at point-of-sale, one silver-colored 
Chrysler will be delivered to each 
dealer in the country. Among other 
promotion gadgets available to the 
dealers are silver keys to the cars, 
for presentation to buyers, and 
scale-model replicas of the orig- 
inal Chrysler touring car turned 
out in 1924 and of the 1949 mod- 
els. 

The meeting here was the first 
of seven scheduled for various 
regions of the country, winding 
up in San Francisco March 4. 
Dealers at the Atlantic City meet- 
ing came from the Boston, New 
York, Syracuse, Philadelphia, 
Washington and Charlotte, N. C. 
areas. 


Rigaud Perfume to Lowell 

Rigaud, Parfumeur, New York 
and Paris, has appointed Mortimer 
Lowell Co., New York, to handle 
its advertising. 


You'll want to take advantage of the 
fast-growing newspaper 
that shows 


the others. 


period! . 


@ That's the record The 
Deseret News made in 
the last half of 1948 as 
compared to "47. It repre- 
sents gains in all depart- 
ments — national, retail, 
automotive, food and all 
A gain of nearly 50% as com- 
! pared with a gain of less than 20% for the 
§ nation’s newspapers as a whole in the same 


t | WHAT DOES IT MEAN? 


j FIRST, ic means that business in the Moun- 

§ tain West is good — growing. 

j SECOND, it means that more and more 

i advertisers are recognizing the importance 
of The Deseret News circulation — its size 
and its character—and the dollar-for-dollar 


§ advertising value The Deseret News deliv- 
ers. That is a matter of simple arithmetic. 


f circulation of more than 85,000 daily and 


j Sunday! 


IN ADVERTISING LIN AGE Utry your milline formula on its current 


A lot of things have happened to change 


Far exceeding the national average ! the newspaper advertising picture in this 


t area during the past year. And the trend to 


} The Deseret News is continuing. 
sell in the Mountain West you need 
this fast-growing newspaper. 


If you 


Advertising Age, February 14, 1y.4 


80 Advertisers 

Buy Space in ABC's 
7 - *,se 
Headline Edition’ 

New YorkK—Taylor Gran 
“Headline Edition” show will , 
to press for the 1,000th time Fe .. 
17. 

To mark the occasion, M- 
Grant will interview Alvin J 
sephy, who, as a Marine Cor 
combat correspondent, was a gue 
on the ABC program’s initi 
broadcast in a pickup from Ivy 
Jima in 1945. Mr. Josephy now 
a scenario writer in Hollywood. 

“Headline Edition,” which h 
been offered for cooperative spo: 
sorship since April, 1945, h. 
tripled its client list in four years 
and now ranks fifth, with near\y 
80 backers, among ABC’s 16 co- 
op shows. 

Eighty per cent of these adver- 
tisers are clients who have re- 
newed their contracts. Ten are in 
their second year of sponsorship, 
eight in their third year and four 
in their fourth year. The show is 
heard at 7 p.m., EST. 

Automobile dealers and auto 
suppliers—12 of them—rank first 
numerically among the sponsors 
of the daily 15-minute news pro- 
grams, which feature pickups 
from places in the news and in- 
terviews with personalities making 
the headlines. Next are depart- 
ment and clothing stores, which 
number ten, and financial and 
insurance companies at six. 


Vv w 


aero Ww 
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a Mr. Grant, who got his training 
as a sports and special events 
commentator in Philadelphia, has 
been narrator-editor of “Headline 
Edition” since its inception. In 
addition, the 36-year-old news- 
man writes most of the New York 
portions of the broadcast and 
handles arrangements for the re- 
mainder of the show. 

“Headline Edition,” which has 
played host to practically every 
name in the news from Winston 
Churchill to a flag pole sitter, 
like most good radio news pro- 
grams does its share of making 
copy for the press. 

“The beauty of this program 
from the local sponsor’s point of 
view is what he can get for his 
money,” Grant points out. “Just 
imagine being able to sponsor a 
program which brings Churchill, 
Barkley, Warren and Taft to the 
microphone at a cost of from $6 
to $240 weekly.” 


Y&R Adds Three Executives 


Raymond Browne, formerly an 
account executive of Foote, Cone 
& Belding, New York, has joined 
Young & Rubicam, New York, as 
a contact man. George Turner, for- 
merly division manager for Orange 
Crush Ltd., Montreal, has been 
named merchandising manager for 
Y&R’s Montreal and Toronto of- 
fices, and Robert Scovel Hendrick- 
son Jr., formerly with Gerth Pa- 
cific Advertising Agency, San 
Francisco, has joined Y&R’s San 
Francisco office as assistant in the 
merchandising department. 


Blair-TV Names Goustin 


Albert S. Goustin, formerly 
Detroit sales manager of Ladie:’ 
Home Journal, has been named 
an account executive on the Nev 


: Ready about March fst 


This comprehensive Consumer 
Analysis will be a “must” sales 
tool for every business that sells 
in the Mountain West. Copies 
when ready will be sent on re- 
quest. 


The Deseret Nems 


SALT LAKE CITY, UTAH 


York staff of Blair-TV, Inc., tel: - 
vision station representative. 


remember 


Business 


LINAGE GAIN CIRCULATION 
48.9% GAIN 91.2% 


Both figures are for the last six months 
of 1948 over same period of 1947. 


National Representative: Cresmer & Woodward, Inc. 
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The Real Pay-O 
is at the Box Office 


Advertisers spent $410,000 MORE in 
U.S.NEws & WORLD REPORT during 1948 
than they did during 1947. 


Readers spent $373,000 MORE for 
their copies of U.S.NEWs & WORLD REPORT 
during 1948 than they did during 1947. 


U.S.News & Worip Report is the only weekly maga- 
zine that has quadrupled its circulation since 1939, 
making an 87.5% circulation gain since V-J Day. 
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The Real Pay-Off 
is at the Box Office 


Advertisers spent $410,000 MORE in 
U.S.NEws & WORLD REPORT during 1948 
than they did during 1947. 


Readers spent $373,000 MORE for 


their copies of U.S.NEWS & WORLD REPORT 
during 1948 than they did during 1947. 


U.S. News & Worip Report is the only weekly maga- 
zine that has quadrupled its circulation since 1939, 
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Kaufman Gets Two New 
Accounts; Adds Wirt 


Kaufman & Associates, Chicago, 
has been named to direct the ad- 
vertising of Tone disposable hand- 
kerchiefs, manufactured by A. W. 
Mendenhall Co., Chicago. A cam- 
paign has been scheduled, using 
Chicago newspapers and car cards. 
Plans are under way to increase 
national distribution of Tone mar- 
ket by market. Chicago Kosher 
Packing Co. also has appointed 
Kaufman to promote King David 
Koshered frozen meats in news- 
paper and radio advertising. 

Stanley S. Wirt, formerly with 
Montgomery Ward & Co. and Port- 
land Cement Association, has 
joined the agency’s publicity de- 
partment. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales for the last week of January 
slipped to 7% below dollar volume 
for the same period of 1948. 

Reporting on the 12 federal re- 
serve districts in the United States, 
the Federal Reserve Board noted 
declines in all districts, with the 
exception of Cleveland and At- 
lanta, which edged out gains of 1% 
each over the corresponding week 
of last year. 

It was still too early last week 
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to determine whether the losses 
on the year-to-year comparison 
resulted from severe weather con- 
ditions which hampered business, 
a postponed seasonal slump (the 
first weeks in January showed 
sales increases over last yéar), or 
an actual decrease in consumer 
purchasing. 

With inventories in perhaps the 
best condition in many months, re- 
tailers throughout the country 
were inclined to accept the sales 
declines without excessive concern 
(AA, Feb. 7). In most cities, mer- 
chants were still congratulating 
themselves on the successful post- 
holiday clearance sales. 

Despite the general decline, 
however, 16 cities managed to 
chalk up sales in excess of those 
made in the corresponding period 
last year. Greatest gain was a 35% 


‘DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Jan. 29, °49* .p217 
Week to Jan. 22, °49*. .230 
Week to Jan. 31, ’48*. .233 
Week to Jan. 24, ’48*. .227 
Month of Dec., ’48...p309 
Month of Dec., ’47....304 


*Not adjusted seasonally. 
pPreliminary. 


rise in both Columbus and 
Memphis. 

Greatest loss among the dis- 
tricts was an 18% decline in the 
Kansas City area, covering cities 
hardest hit by the severe winter 
weather. Sales in Oklahoma City, 
for example, were off 36% from 
1948. 


a Chain store and mail order sales 
in December are estimated at 
$3.026 billion by the Department 
of Commerce, a gain of 5% over 


PRINTING INK SELLS MERCHANDISE 
—not only on the advertising pages of mag- 
azines and newspapers, on car cards and bill- 


boards—but on packages. 


Yes, printing ink transforms your pack- 
age from a mere container to an eye-catch- 


ing point-of-sale display. For in 
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these days of super-markets, the package 
must Se// itself and the product it protects. 


In packaging, as in publication advertis- 


ing, color can make your designs more ap- 


pealing, your sales message more effective, 
better remembered. Use more color! Tell 
your story in printing ink, your best salesman. 


Advertising Age, February 14, 19 9 


the same period in 1947. With : « 
exception of building materi: |; 
outlets, all major chain store tra |e 
classifications recorded gains dv »- 
ing December, with largest rises ) 
automotive parts and accessori:s, 
shoe, variety and hardware sto! °s 
and the catalog mail order bu: - 
ness, which recorded increas>s 
ranging from 15 to 20%. 

Sales in chain food stores wee 
up 11.8% and, in chain drug stor: s, 
up 0.6% during December, a-- 
cording to estimates of Chan 
Store Age. The gain in food chain 
sales is the largest reported by t ie 
publication since August, 1948, r.- 
versing the last quarter trend, 
Only the Pacific Coast showed a 
decrease. 

The drug chain survey, covering 
69 chains and 2,158 stores, found 
increases in most areas, except for 
the east central, Rocky Mountain 
and Pacific Coast regions. 


% Gass from 1948 


Mo. Week 

Federal Reserve to of Jan 
District and City Nov. Dec. 29 
UNITED STATES ...... 7 1 I 
Boston District ........ 2 2 -2 
De HPO oc dawcnscs 2 0 4 
On <-> saacemenabee 3 3 0 
COCUNNGEE cakedoswere 6 3 15 
POD Finis vasdic 2 3 a) 
New York District ...... 5 1 -8 
DEED. acchevtce cards 3 0 —19 
7 PRR ae 10 6 2 
MUN vadeus ss ev 4 0 -§ 
POOGROSUEPD oocncecnases 10 $3 —10 
DURES .obesetiveses 5 ‘1 —10 
Philadelphia District .... 10 4 -8 
Philadelphia .......... 7 3 —10 
Cleveland District ...... 9 3 1 
BEES 0.00 eWavk eect ets 7 6 7 
CS gadeo sneer 7 1 4 
OSS ee sae 9 2 —1 
CED. kivedveeres 12 6 35 
oo Pa ere 10 6 ll 
yee 9 0 -1 
Richmond District ...... 6 2 -5 
Washington .......... 5 5 ~l 
SRT 3-2 -—1l4 
Atlanta District ........ 9 3 1 
Birmingham ......... 12 3 10 
OO a or 7 —l1 ~-7 
pO SR ae sie s 1 2 
New Orleans ......... 12 5 4 
OE rene 7 -—2 24 
Chicago District ........ 7 1 —10 
GED. o cawacsedee sos 5 0 13 
Indianapolis ......... 4 4 2 
errr on 3 --4 
Milwaukee ........... 10 6 —10 
St. Louis District ....... 8 0 —I 
3 errs 9 6 4 
ERED. scacinaenrss 10 4 4 
. BOE cninosee devas 7 —4 —16 
ON Re ae 6 4 35 
Minneapolis District .... 7 2 ® 
Minneapolis .......... R 1 ® 
ee eevee $64 ° 
Duluth-Superior ...... 1l 4 ° 
Kansas City District..... 6 —1l —!18 
Py pcsamende eee ts 4 —l1 3 
WN nc eaten chines 10 11 6 
BRanmeas City .......; 6 —2 —15 
eo” eee —-2 —6§ —26 
Oklahoma City ...... 7 0 —36 
Wn: > Ke cdbakaw vows 14 —2 29 
Dallas District ......... 10 2 —3 
Pe reer 4 0 7 
Vout Worth: .....0.c0 7 3 3 
ee eS ee re 23 6 2 
San Antonio ......... 8 —1 —t!4 
San Francisco District .. 5 0 10 
Angeles Area..... —l1 -2 -Il4 
CORE ocisakesbesos 7 3 1 
San Francisco ........ 4 6 3 
WEEE s cabandesooys 8 0 —1 
Salt Lake City ....... 2 2 —19 
RP re rear 3 4 —10 


*Data not available. 


Reilly Agency Names Four 

Wayne C. Crankshaw and John 
J. Morris have been named ac- 
count executives of J. M. Reilly 
Co., Boston. Robert H. Gabine 
has been appointed space buyer. 
Charles E. Hartshorn Jr., treasurer 
and former media director, wil! 
now devote full time to account 
work. 


Opens Vancouver Office 

Ellis .Advertising Co., Buffalo, 
has opened a new office in Van- 
couver, B. C., with G. Val Warre 
as manager. Offices also are mail - 
tained in New York, Toronto a! 
Montreal. 
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Kaufman Gets Two New 
Accounts; Adds Wirt 


Kaufman & Associates, Chicago, 
has been named to direct the ad- 
vertising of Tone disposable hand- 
kerchiefs, manufactured by A. W. 
Mendenhall Co., Chicago. A cam- 
paign has been scheduled, using 
Chicago newspapers and car cards. 
Plans are under way to increase 
national distribution of Tone mar- 
ket by market. Chicago Kosher 
Packing Co. also has appointed 
Kaufman to promote King David 
Koshered frozen meats in news- 
paper and radio advertising. 

Stanley S. Wirt, formerly with 
Montgomery Ward & Co. and Port- 
land Cement Association, has 
joined the agency’s publicity de- 
partment. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales for the last week of January 
slipped to 7% below dollar volume 
for the same period of 1948. 

Reporting on the 12 federal re- 
serve districts in the United States, 
the Federal Reserve Board noted 
declines in all districts, with the 
exception of Cleveland and At- 
lanta, which edged out gains of 1% 
each over the corresponding week 
of last year. 

It was still too early last week 
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to determine whether the losses 
on the year-to-year comparison 
resulted from severe weather con- 
ditions which hampered business, 
a postponed seasonal slump (the 
first weeks in January showed 
sales increases over last yéar), or 
an actual decrease in consumer 
purchasing. 

With inventories in perhaps the 
best condition in many months, re- 
tailers throughout the country 
were inclined to accept the sales 
declines without excessive concern 
(AA, Feb. 7). In most cities, mer- 
chants were still congratulating 
themselves on the successful post- 
holiday clearance sales. 

Despite the general decline, 
however, 16 cities managed to 
chalk up sales in excess of those 
made in the corresponding period 
last year. Greatest gain was a 35% 
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1935-39 EQUALS 100 


Week to Jan. 29, °49* .p217 
Week to Jan. 22, °49*. .230 
Week to Jan. 31, ’48*. .233 
Week to Jan. 24, °48*. .227 
Month of Dec., ’48...p309 
Month of Dec., ’47....304 


*Not adjusted seasonally. 
pPreliminary. 
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rise in both Columbus and 
Memphis. 

Greatest loss among the dis- 
tricts was an 18% decline in the 
Kansas City area, covering cities 
hardest hit by the severe winter 
weather. Sales in Oklahoma City, 
for example, were off 36% from 
1948. 


ws Chain store and mail order sales 
in December are estimated at 
$3.026 billion by the Department 
of Commerce, a gain of 5% over 
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PRINTING INK SELLS MERCHANDISE 
—not only on the advertising pages of mag- 
azines and newspapers, on car cards and bill- 


boards—but on packages. 


Yes, printing ink transforms your pack- 
age from a mere container to an eye-catch- 


ing point-of-sale display. For in 


these days of super-markets, the package 
must se// itself and the product it protects. 


In packaging, as in publication advertis- 


ing, color can make your designs more ap- 


pealing, your sales message more effective, 
better remembered. Use more color! Tell 
your story in printing ink, your best salesman. 


Advertising Age, February 14, 16 9 


the same period in 1947. With ¢ 
exception of building materi: |; 
outlets, all major chain store tra ie 
classifications recorded gains du». 
ing December, with largest rises » 
automotive parts and accessori s, 
shoe, variety and hardware sto) °s 
and the catalog mail order bu: - 
ness, which recorded increas >s 
ranging from 15 to 20%. 

Sales in chain food stores wee 
up 11.8% and, in chain drug stor: s, 
up 0.6% during December, a-- 
cording to estimates of Chan 
Store Age. The gain in food chain 
sales is the largest reported by t ie 
publication since August, 1948, r.- 
versing the last quarter trend 
Only the Pacific Coast showed a 
decrease. 

The drug chain survey, covering 
69 chains and 2,158 stores, found 
increases in most areas, except for 
the east central, Rocky Mountain 
and Pacific Coast regions. 

% Change from 1948 
Jan. Mo. Week 


Federal Reserve to of Jan. 
District and City a Dec. 29 


UNITED STATES ...... 1 7 
Boston District ........ 2 2 -2 
Mew THBVOR oc deececes 2 0 -l4 
De s,s saeceeeeukes 3 3 0 
a 6 3 15 
Providence ..........> 2 3 -9 
New York District ...... 5 1 8 
EE occuvuhes abd? 3 0 —19 
RRR Sa ee as 10 6 2 
2... ere 4 0 -§ 
Rochester® .....cceces 10 3 —10 
re 5 “1 —10 
Philadelphia District .... 10 4 -8 
a eee 7 3 —10 
Cleveland District ...... 9 3 1 
"ae eer 7 6 a 
FR ar 7 1 4 
OS ER eee 9 2 —1 
OS SR eee 12 6 85 
TD occ cdubeSedeees 10 6 ll 
a eae 9 0 -] 
Richmond District ...... 6 2 -§ 
WOOD Sebevee cee 5 5 ~1 
eee aa 3-2 —I4 
Atlanta District ........ 9 3 1 
Birmingham ......... 12 3 10 
rer ers eA 7 —1 —1 
De Ren ee a 8 1 2 
New Orleans ......... 12 5 4 
PINES no Se vtnaheses 7 -—2 24 
Chicago District ........ 7 1 -—10 
GUND: cccescsndar se 5 0 13 
Indianapolis ......... 4 4 2 
MONEE o'0% chwdcvenearss & 3 --4 
Milwaukee ........... 10 6 —10 
St. Louis District ....... 8 0 —1 
FD eee 9 6 4 
RMD oiassecedhes 10 4 4 
i, DOD. cwhesee va bes 7 —4 —16 
ere 6 4 35 
Minneapolis District .... 7 2 ° 
Minneapolis .......... ® 1 ° 
i weds enae cots 3 —4 ° 
Duluth-Superior ...... 1l 4 ° 
Kansas City District..... 6 —1l —!18 
ny «cammkhbe sé he 4 —l 3 
TOD nc oneness céN vee 10 11 6 
i Be eee 6 —2 —15 
C—O ee —2 -—6 —26 
Oklahoma City ...... 7 0 —36 
nk: bbeuminede venee 14 --2 29 
Dallas District ......... 10 2 —8 
Dn. scsmea th maeudad 4 0 7 
OOS WOOO covenssaces 7 3 3 
RE Peer 23 6 2 
San Antonio ......... 8 --1 —14 
San Francisco District .. 5 0 10 
Los Angeles Area..... —l -2 -l4 
Pe eee 7 3 1 
San Francisco ........ 4 6 3 
DOE = 6. cakboadescas> 8 0 —1 
Salt Lake City ....... 2 2 —19 
GD sco vesnbeds<een 3 4 —10 


*Data not available. 


Reilly Agency Names Four 

Wayne C. Crankshaw and John 
J. Morris have been named ac- 
count executives of J. M. Reilly 
Co., Boston. Robert H. Gabine 
has been appointed space buyer. 
Charles E. Hartshorn Jr., treasurer 
and former media director, wil! 
now devote full time to account 
work. 


Opens Vancouver Office 

Ellis .Advertising Co., Buffalo, 
has opened a new office in Van- 
couver, B. C., with G. Val Warre: 
as manager. Offices also are mail - 
tained in New York, Toronto a! 
Montreal. 


Tuy 


* ONLY ABC Toy Publication! 


© 46 Years... the OLDEST! 
© Carries MORE ADVERTISING 
by More Individual — 
Advertisers! 
AMERICA’S No. 1 Toy Publication 


McCREADY PUBLISHING CO. 


New York 10,N.¥ 


71 West 23rd St. 
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tollywood TV Firm 
Shows Wares in N. Y. 


New YorK—Telepak, Inc. thinks | 


has a solution to the problem of 
iditioning film telecasts. 
“Film companies can’t afford to 
ake expensive movies for televi- 
yn on speculation,” C. Robert 
yngenecker, Telepak vice-presi- 
nt, said. “On the other hand, ad- 
rtisers and agencies want to see 
hat they’re buying before com- 
itting themselves.” 

The company has _ prepared 

etches indicating formats and 

ory progression. These are ex- 

bited to potential clients on a 
‘rans-lite machine. In addition to 
emonstrating Telepak’s filming 
‘echnique, sample movies have 
been produced for some of the 
projected series. 

Mr. Longenecker, who has 
worked for CBS, DuMont, and 
Pathe Film Co., and Merrill Pye, 
also a Telepak vice-president and 
formerly an M-G-M art director, 
are in New York discussing their 
programs with advertisers, agen- 
cies and networks. Offices of the 
TV production firm, headed by 
Gifford Phillips, owner of KGHF, 
Denver, are at 170 South Beverly 
Drive, Beverly Hills, Calif. It off- 
ers live and film shows. 

Among the half-hour packages 
the company is offering (as pro- 
ducer or distributor) are: Mystery 
shows featuring Regis Toomey at 
$10,500 each; “Girl from Iowa,” 
a comedy with Joan Caulfield at 
$10,500; “Opportunity Playhouse,” 
a filmed introduction by Hollywood 
greats to local talent shows 
(package price including live por- 
tion of program is $7,500), and 
“Uncle Gilbert,” a mixup comedy 
with Victor Moore at $11,500. 

Telepak executives say they are 
planning TV shows now in terms 
of upcoming budgets when the 
medium has gained circulation. 


Frankenmuth Promotes Cable 


Roy E. Cable, manager of the 
Detroit branch, has been named 
general sales manager of Franken- 
muth Brewing Co., Frankenmuth, 
Mich. He will direct the activi- 
ties in Ohio, Michigan, Indiana and 
Illinois. P 


Babbitt Export to Gotham 

B. T. Babbitt, Inc., New York, 
has appointed Gotham Advertising 
Co., New York, to handle its ad- 
vertising in foreign markets. 


> PREMIUM 
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| HOME & HOBBY. 


with 


i ae 
\ 
P 

1 

my) 


Seven (7) different tools for making 
repairs around the home, office, farm 
ond automobile . . . or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel . . . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
Gre individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


“its Pat's Pend. Over 46 Yeors in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. Box 10 
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Burger to Telecast Baseball 


will telecast the 77 home baseball 
games of the Cincinnati Reds. The 
telecasts will alternate between 
WLWT, Crosley Broadcasting 
Corp. outlet 
WCPO-TV, Scripps-Howard sta- 
tion now under construction. 


Signs 3 tor NRI Service 


& Marquette and the American 
Meat Institute have signed con- 
tracts with A. C. Nielsen Co. for 
the National Nielsen Radio index. 


Burger Brewing Co., Cincinnati, 


in Cincinnati, and 


Cecil & Presbrey, Inc., Sherman 


Camel Airs Football Games 


R. J. Reynolds Tobacco Co., for 
Camel cigarets, will sponsor the 
1949 football broadcasts over Sta- 
tion WBBM, Chicago, starting Sept. 
24 and continuing through Dec. 3. 
William Esty & Co., New York, is 
the agency. 


Cross to Hirshon-Gartield 


Mark Cross, New York, maker 
and retailer of leather goods, has 
appointed Hirshon-Garfield, New 
York, to handle its advertising and 
merchandising for both wholesale 
and retail divisions. 


Gross Appoints O'Neill 


William R. O’Neill has been 
named production manager of H. 
M. Gross Co., Chicago agency. He 
formerly served in a similar ca- 
pacity at Swaney Advertising and 
as buyer and estimator at Ameri- 
can Colortype. 


Seiberling Names Higgins 


James H. Higgins, formerly an 
executive of the Inland Rubber 
Corp., Chicago, has been named 
manager of the manufacturers’ 
sales department of Seiberling 
Rubber Co., Akron. 


WNAX Appoints Harris 


Dick Harris, formerly promotion 
manager of Station KELO, Sioux 
Falls, S. D., has been named as- 
sistant promotion manager of Sta- 
tion WNAX, Yankton, S. D. 


SAVE MONEY ON MAILS SSS 
Small town mail order firm can han- 
dle extra work in addressing, inserting 
and all types of typing work. Guar- 
anteed accuracy and guaranteed sav- 
ings. Let us quote on any of your 
work regardless of size. 
THE HOME WEAVING COMPANY 
Harlan, lowa 
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IN GENERAL ADVERTISING 


<4 
THE WEST'S LARGES™ cl 


In 1948 top place among Los Angeles daily 


newspapers in general advertising again goes to 


the Herald-Express with 2,814,401 lines —a gain of 
436,981 lines over 1947. Likewise, the 


Herald-Express again led in total display 


advertising with 12,833,491 lines. For greatest 


impact in the nation’s third largest and 


richest market, the Herald-Express 


position on every schedule. 


merits top 


HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 
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National Sporting 
Goods Group Plans 
More Dealer Aids 


ATLANTIC Crry—The National 
Sporting Goods Association will 
expand its advertising service to 
members during the coming year, 
it was announced at the NSGA’s 
18th annual convention at the Am- 
bassador Hotel here. 

Four to six sets of mats for 
newspaper advertisements will be 
offered to members during the 
year, along with window display 
items and direct mail folders, ac- 
cording to the program mapped 
out by G. Marvin Shutt, Chi- 
cago, field secretary of the as- 
sociation. 

All of the promotional material 
will be seasonal, keyed to such 
occasions as Father’s Day or the 
official recognition of a sport, such 
as Baseball Week or Tennis Week. 

In addition, the NSGA’s monthly 
bulletin, “Selling Sports Equip- 
ment,” will stress advertising sug- 
gestions for members. The associa- 
tion will offer an advertising con- 
sulting service and invite mem- 
bers to seek advice on their ad- 
vertising programs. 


es At a convention forum, Mr. 
Shutt chided the dealers for lack 
of imagination in advertising. 

“Everyone from cigaret makers 
to automobile manufacturers use 
sporting scenes to sell their prod- 
ucts,” he said. “Everyone, that is, 
except the sporting goods dealers.” 

He urged the dealers to make 
better use of display advertising 
and white space. For the small 
dealer who inserts frequent small 
ads, he suggested, a well-planned 
program of larger ads at regular 
intervals might well prove a better 
system. 

Mr. Shutt stressed the impor- 
tance of allocating the advertising 


» budget according to volume of 


sales. He pointed out that ap- 
proximately 50% of sporting goods 
sales are made in the last three 
months of the year, with about 
25% of the total coming in the 
three weeks prior to Christmas. 
John F. Lawlor, of Lincoln, 
Neb., retiring president of the as- 
sociation, reported that sporting 
goods, “in the strict sense,” 
reached a new record of approx- 
imately $600,000,000 in 1948. This 
figure, he said, does not include 
sales of photographic equipment 


SELLING STORY 
$11000 BUYS 


Space In 


[NusTRIAL Equipment 


News 


where it reaches, starting Januvary,* 


60,000 


Operating Engineering and 

Production Men. . 
85.7% in plants rated at $100,000 
and over . 
88.5% indicated as most likely to 
see your advertising when they check 
INDUSTRIAL EQUIPMENT NEWS for 
current needs. 

Ask for the ‘| E N Plan" and com- 
plete details. 

Good for SELLING — because 

Used for Buying. 

* (Latest C C A Statement 53,304) 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 
461 Eighth Avenue 
New York 1, New York 
BOSTON « CHICAGO « CLEVELAND 
DETROIT « LOS ANGELES 
PHILADELPHIA © PITTSBURGH 
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and other sidelines. Mr. Lawlor 
warned, however, that “the boom 
is over” and that the industry 
faces a competitive period. 
Shelby D. Himes, of Champaign, 
Ill., was named to succeed Lawlor. 


Hyman to Hirshon-Gartield 
Herbert H. Hyman, former ad- 
vertising manager of International 
Latex Corp., New York, has joined 
Hirshon-Garfield, New York, as 
an account executive. Prior to his 
association with International La- 
tex, Mr. Hyman was director of 
advertising for New Haven Clock 


& Watch Co., its associate com- | 
pany, Rensie Watches, and their 
subsidiaries. 


Lander Promotes Hair Line 
Lander Co., New York, manu- 
facturer of Dixie Peach hair pom- 
ade and a full line of Dixie Peach 
cosmetic products, is launching a 
campaign, featuring tie-ins with 
stage, screen, radio and television 
celebrities in almost all Negro 
newspapers in the country. In ad- 
dition, ads will appear in Ebony 
and Our World and in buses on 
the East Coast. Reiss Advertising, 
New York, handles the account. 


Engelke Joins Paul Sayres 


George L. Engelke, former di- 
visional sales manager for C. F. 
Mueller Macaroni Co., has been 
appointed merchandising manager 
of Paul Sayres Co., New York, 


food manufacturer’s representa- 
tive. 

Gets Dairy Account 

Bell-Brook Dairies, Inc., San 


Francisco, independent producer 
of Bell-Brook milk and other 
dairy products, has placed its ad- 
vertising with Hoefer, Dieterich 
& Brown, San Francisco. 
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| DuMont Names Harrington 


Dorothy A. Harrington has be: 
named assistant to Henry R. Gey 
lin Jr., advertising and sales pr 
motion manager of Allen B. D 
Mont Laboratories, New Yor <. 


‘ ‘ '_- 


‘She was formerly secretary to t! e 


advertising manager. 


KMCM Appoints Gillett 


Lou Gillett, formerly chief a 
nouncer and director of speci | 
events of Station KPOJ, Portlan 
Ore., has been appointed gener 
manager of KMCM, new 1,000 wa 
station in McMinnville, Ore. 


rt —. 
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Too many Americans over 35 still clearly 
remember their childhood days, or visits, on a 
farm. The smell of the cold cellar, the tangy 
blend of wood smoke and frying hominy . . . the 
manly, feet-on-the-ground feeling of association 
with men treading their own acres, familiar with 
every beast and scrub-bush... 


To us, that is a detriment; not an asset. 


Because so many business leaders cherish 
nostalgic memories of an old-fashioned farm, 
we find it very difficult to paint, with bald statis- 
tics, the farm world of today, and why FARM 
JOURNAL has become by far the biggest and 
most potent among farm magazines. 


Men, of course, still tread their acres—but 
oftener with the giant treads of tractors than 
with their bootsoles. Women still “‘put down” 
for the winter—in locker and home-freezer 
rather than in the cellar. But perhaps, above all, 
it is in men’s and women’s dreams and hopes 
for their children—and in their power to accom- 
plish them—that you may measure the change. 


Why otherwise would we hear from a 
Parent-Education Consultant of the U. S. 
Government: “Up to present, we have responded 
to 7042 requests for this material which was 
mentioned in August FARM JOURNAL. You 
can picture what a drain this has been on our 
limited stenographic help. While the flow of re- 
quests has decreased, it is still a burden.” 
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Farm Journal 
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And consider this single sentence from the 
Director of New York’s most modern Play 
Schools Association: “This volume of orders 
has really created a sensation; we’ve had our 
work reviewed many a time with impressive 
results—but nothing like this before.” 


What better way could you show a live, pro- 
gressive force—and the greatest editorial force 
within that force? When men and women have 
means, time, and foresight to plan for their 
children—and opportunity to realize their plans 
—you are face to face with the future. 


Tothem, FARM JOURNAL represents that 
opportunity. Opportunity to make more money, 
to live better, to raise their children better. That 
is the only possible reason why so many more of 
them buy FARM JOURNAL—more than buy 
any other magazine —farm-or urban. 


So it is not what we think of farm publica- 
tions—or what you think. It is what the farmers 
and their families think—and act upon every 
day. The magazine that represents their oppor- 
tunity is your opportunity too. 


P.S. Unless you are a farmer yourself, please 
don’t embrace this opportunity by attempting to 
subscribe to FARM JOURNAL. But if you owna 
business, you owe it to your sales figures to send 
for all the information about it you can get. 


The Greatest Selling Force in America’s Greatest Market 
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A IA Names Judges 
be: o fc Marketing Awards 
ey: - he New York chapterof the 
pr: - erican Marketing Association | 
D: - named the following as judges 
OF «. its annual leadership in mar- 
» the ing awards: Edward Battey, 
irman, Compton Advertising; 
r ward M. Raynolds, Doherty, 
( fford & Shenfield; Herbert L. 
ar S phen, Printers’ Ink; William G. 
ci i p il, Bureau of Advertising, 
an » .PA; Harry H. Gould, This Week 
er: | gazine; Victor H. Pelz, Traffic 
wa't jit Bureau; Paul W. Atwood, 


S wart, Dougall & Associates. 
\lso, Hector Lazo, Sunshine 


Biscuits, Inc.; Robert A. Love, 
City College of New York, and A. 
|Edward Miller, Life, who will act 
as secretary to the committee. 
Award winners will be announced 
in June. 


Johnson Appointed A. M. 


Frank Johnson, assistant adver- 
tising manager, has been promoted 
to advertising manager of Gamble- 
Skogmo, Inc., Minneapolis. He 
succeeds George Glevis, who has 
resigned. C. J. Burns has been 
named assistant advertising mana- 
ger in charge of the copy depart- 
ment and retail newspaper and cir- 


cular advertising. Fred Lawrence 
has been appointed assistant ad- 
vertising manager in charge of 
advertising production and bro- 
chures. 


Two Join Chernow Agency 


Sidney Wilson, former advertis- 
ing manager of Kluger Fabrics, 
and Doris O’Halloran, formerly 
with Hanly, Hicks & Montgomery, 
New York, have been appointed 


‘copy chiefs of Chernow Co., New 


York. Abbott Gomberg of the 
agency has been named art di- 
rector. Lee Barnett has resigned 
from the post of vice-president. 


Beware of Clever 
Christmas Cards, 
Warns Mr. Lawler 


Detroitr—N. F. Lawler, direc- 
tor of advertising and sales for 
Nash Motors, is wondering if it 
pays to be too clever with Christ- 
mas cards. 

Lawler sent an “insertion” 
Christmas card to the advertising 
managers of newspapers last De- 
cember. The card resembled an 
advertisement in wishing the ad- 
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HOW MUCH 
BIGGER 

IS 

FARM JOURNAL 


? 


Among all magazines, Farm Journal has the 5th 
biggest primary audience.* It has by far the 
largest circulation of any farm magazine— 
2,700,000. To national advertisers that means 
350,000 more circulation than the only other 
national farm magazine — 300,000 to 600,000 
more circulation than the two leading section- 
als within their own territories. 


*Starch Consumer Magazine Report 


And surrounding the 238 counties which 
contain all of the cities of more than 50,000 pop- 
ulation, Farm Journal has more circulation 
than any other magazine, urban or rural. 
That’s how big it is—and how close to where 
you do business. Want to see a map of how 
this works for you? Write: 


FARM JOURNAL, INC., Philadelphia 5, Pa. 
Graham Patterson, President 


vertising executives the holiday 
greetings. 

So, he has received bills from 
three newspapers, one in Massa- 
chusetts and two in the Kansas 
City area, who mistook the Christ- 
mas card for an ad and ran it as 
one. 

Several others were also appar- 
ently fooled and wired for inser- 
tion orders. Another said that since 
his paper didn’t pubtish on Dec. 25 
and Jan. 1 he wanted to know if 
another day wouldn’t do. 

The bills won’t be paid. 


George Callos Promoted 


George J. Callos, vice-president, 
has been promoted to executive 
vice-president and has been elec- 
ted to the board of directors of 
Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee. 


Canned Food Group Elects 


John Wall, president of Fine 
Foods of Canada Ltd., Tecumseh, 
Ont., has been elected president of 
the Canned Foods Association of 
Ontario. 


Free 


BOOK SHOWS= 


without... 


@ Costly consumer advertising 
@ Conventional jobber-dealer setup 
© The expense of salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow bi 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale. . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘““How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 6. Jackson Bivd. Chicago 4, Illinois 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
- represents the most responsive 
audience of men available today. 


a 


; / _ 9A sportsman with an appreciation of the finer 
ee . things of life — and the leisure and means to 


enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats are 533% better prospects for boats and 
boating equipment than non-sportsmen. 
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76% of NORC Sample 
Prefer Radio Ads 
to $5 Yearly Fee 


WAsHINGTON—Seventy-six per 
cent of the sample queried by the 
National Opinion Research Center 
of the University of Chicago in its 
second “people look at radio” study 
said they would prefer radio pro- 
grams as they now are, with ad- 
vertising, rather than pay an an- 
nual license fee of $5 to get the 
same programs, if that were pos- 
sible. 

Although factual results of the 
survey were released by Paul F. 
Lazarsfeld at a luncheon in New 
York last March, the complete tab- 
ulations, plus interpretive com- 
mentary and analyses of individ- 
ual likes and dislikes, are included 
in the new volume, “Radio Listen- 
ing in America,” published by 
Prentice-Hall ($2.50). 

Written by Dr. Lazarsfeld and 
Patricia L. Kendall of the bu- 
reau of applied social research, 
Columbia University, the volume 
is based on a survey conducted in 
the fall of 1947 by the National 
Opinion Research Center of the 
University of Chicago, using a 
cross-section sample of 3,529 adults 
throughout the United States. 


ws The contents of the report are 
subdivided into five sections: 
Communications behavior of the 
average American; programs and 
their listeners; the people look at 
radio; some observations on adver- 
tising, and toward an ever-better 
radio. Appendices contain the 
questionnaire and tabulated re- 
sults, sample characteristics, sup- 
plementary tables, questionnaire 
development data, and some obser- 
vations on singing commercials. 
Dr. Lazarsfeld’s report shows 
that 70% of the people feel that 
radio in their communities is do- 
ing an excellent or good job, as 
compared to 59% who feel simi- 
larly about schools, 63% regarding 
newspapers, 42% about local gov- 
ernment, and 76% for churches. 


w The questionnaire results indi- 
cate that 76% oppose federal reg- 
ulation of radio advertising, 65% 
oppose control of controversial is- 
sue programming, 67% are against 
over-all educational programming 
control; 59% resent governmental 
control of radio news accuracy 
and 52% nix control of station 


18,000 
MAINTENANCE SHOPS 


A high percentage of the Motor- 
Freight Carriers maintain their own 
shops—shops that service and repair 
600,000 vehicles regularly. That's 
big business! To sell this business, 
use the pages of Transport Topics, 
the only ABC paper devoted to truck- 
ing, and the publication nine out of 
every ten Motor-Freight Carriers 
read and prefer. 16,000 paid weekly 
circulation; 45,000 Third-Monday 


distribution. 


- Gransport Topics 


The Nationa! Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


profits. 

Only 9% of the sample (2% ac- 
curacy is claimed) had strong con- 
victions against radio advertising, 


although 15% of the listeners 
thought mystery and crime pro- 
grams harmful. 


Schwahn Appoints Muench 


C. Wendel Muench & Co., Chi- 
cago, has been appointed to handle 
the advertising of A. F. Schwahn 
& Sons Co., Eau Claire, Wis., 
meat packer. Newspapers, radio 
and point-of-sale will be used 


McCann-Erickson Names Wible 


Arthur E. Wible, for the past ten 
years traffic manager of McCann- 
Erickson, New York, has been ap- 
pointed account executive on 
Chrysler, assisting Paul Holder, 
who has over-all charge of the ac- 
count. C. L. Johnson, former man- 
ager of mechanical production, 
succeeds Mr. Wible as traffic man- 
ager. 


WCFC Increases Power 


WCFC, FM station in Beckley, 
W. Va., has increased its power to 
31,000 watts. 


Crowell Appoints Woodruff 


R. N. Woodruff, formerly in 
charge of advertising sales in the 
Detroit area for Collier’s, has been 
appointed manager of Crowell- 
Collier Publishing Co.’s Detroit of- 
fice, succeeding E. A. Schirmer, 
who was recently elected a vice- 
president and placed in charge of 
the firm’s western operations. 


| Appoints Quinn Manager 


Richard R. Quinn has been ap- 
pointed midwestern district mana- 
ger for Chemical Engineering Pro- 
gress, at Chicago. 


Advertising Age, February 14, 19 


Four Dailies Join ANPA 


The following daily newspape ; 


have joined the Bureau of Adve 
tising, American Newspaper Pu 
lishers Association, 
Herald-Press, Huntington, 
Report, Ontario, Cal.; Journal, T 


77 


New Yor : 
Inx : 


pelo, Miss., and Vidette-Messeng: -, 


Valparaiso, Ind. 


Kemper Appoints Grubb 


James L. Grubb, formerly in t! 
sales promotion department 


Standard Register Co., Dayton, h: 


been appointed an account exec) 
tive of Don Kemper Co., Dayto 


inreed®d 


Regardless of How 


THE IRON AGE «+ 


44.25% 
45.27% 
47.19% 
47.32% 
50.36% 


RENEWAL PERCENTAGES 
of CHILTON Industrial Publications 


The IRON AGE... 82.49% fl 
Automotive INpustries. . . 80.28% : 


and Renewal Percentages of Contemporary Industrial Publications : ae q 


60.39% 
63.76% 
72.92% 
75.40% 
75.67% 


51.38% 
53.49% 
55.78% 
57.23% 
58.74% 


Circulation 
The Most Valuable 
_Yardstick — 


Not Another 80% Among Them 


All Figures from Comparable A. B. C. Reports 
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P ugs Home Permanent Kit 
Hollywood Laboratories Ltd., 
ronto, will introduce the new 
lywood home permanent kit to 
e Ontario consumer this month, 
ing daily newspapers in major 
ies, street car cards and radio. 
istribution and advertising in 
her areas will follow. F. H. Hay- 
irst Co., Toronto, is the agency. 


}ethel Latex Names Agency 
Bethel Latex Products, Bethel, 
mn., has placed its advertising 
ith Ormsbee, Moore & Gilbert, 
ilford, Conn. 


Philco’s Expanded 
Budget to Put Much 
Stress on TV Sets 


PHILADELPHIA—Philco Corp. will 
spend more for advertising this 
year than ever before—probably 
more than $20,000,000. 

A great portion of the additional 
funds will be used for expanded 
television receiver advertising in 
magazines and newspapers 
throughout the nation. 


co aig aS 


A new cooperative television 
show, “Tele-Sports Digest,” will 
be launched this month on a co- 
operative basis. CBS television 
stations will be carrying the 
weekly show. The firm also will 
continue “Philco Playhouse” on 
NBC-TV, which is now being 
shown from St. Louis to the East 
Coast. 

Philco has added This Week 
Magazine to the magazine ist, 
which includes Collier’s, Life, 
Look and The Saturday Evening 
Post. Television sets will be played 


Sn 


up consistently throughout 1949 
in these media. Philco TV sets 
were shown only once in national 
magazines in 1948. 


ws Philco plans to expand consider- 
ably its use of newspaper space. 
Last fall a survey revealed that 
Philco had been purchasing 38% 
of all newspaper. space used by 
radio, television and appliance 
manufacturers in the country. 
Philco also is enlarging its field 
sales promotion staff to lend 
additional aid to its distributors 


” 


u Get Your 


Do they like it? 
Do they read it? 
Do they renew? 


Those are the questions. 


And regardless of how you get your circulation, the most valuable yardstick of reader interest 
is your subscription renewal percentage. 


THE IRON AGE (82.49%) and AUTOMOTIVE INDUSTRIES (80.28%,)—both CHILTON 
Publications—lead by far in the high percentage of their subscription renewals. (See figures 
at left—all ABC reported percentages on comparable statements.) 


This demonstrated quality is typical of CHILTON Publications in all the fields they cover — 
whether their circulation is paid or controlled—and there is little choice between the two, when 
editorial excellence results in reader interest, and reader interest results in advertising returns. 


CHILTON COMPANY (INC) 


100 East 42nd Street 
New York 17, N. Y. 


Chestnut and 56th Sts. 
Philadelphia 39, 


O 


CHILTON 


4E OPTICAL JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES 
THE SPECTATOR PROPERTY INSURANCE REVIEW © DISTRIBUTION AGE 


and dealers. 
Hutchins Advertising Co. 
handles the Philco account. 


Plugs New Kre-Mel Dessert 


Corn Products Refining Co., 
New York, started a campaign 
in Sunday supplements in Chicago, 
New York and Philadelphia on 
Feb. 6 for the new improved Kre- 
Mel dessert with a new sampling 
plan. Consumers may buy three 
packages at regular price, mail 
back the box tops and get a 25¢ 
refund. C. L. Miller Co., New York, 
is the agency. 


Batterton Joins ANPA 


M. F. Batterton, former director 
of sales of Illinois Daily News- 
paper Markets, has joined the na- 
tional sales staff of the Bureau of 
Advertising, American Newspaper 
Publishers Association, in Chicago. 


Joins ‘Outdoor Life’ 


Marcel LeBlanc, formerly with 
Moloney, Regan & Schmitt, New 
York, has been appointed to the 
executive sales staff of Outdoor 
Life, New York. 


SHOWROOM 
BANNERS © 


IF you want your line shown 
againsta proper background, 
provide your salesmen with 
flexible, easy-to-pack Rich- 
cloth Showroom Banners. 
Any message or design per- 
manently impregnated in rich 
cloth-on-cloth lettering. Mail 
coupon for details, samples. 


MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
465 Central Ave., Rochester 5, N. Y, 


Without obligation, send details, prices and 
samples of Richcloth Showroom Banners. 
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Westbrook Pegler 
Political Comments 


Feature Columnist 


Frank Con 


Feature Columnist 


Economics and Finance 
ax Kase 
| Brown aes 
George : 


dent . 
Washington — , Lewis Burton 
sw 


r. H.N. 


Health Authority 
Robert Gor 


Theatre Critic 


Bob Considine 


Feature Columnist 


Lovella Parsons 
Hollywood 


Frank Graham 
Sports Columnist 


Leslie Gould 


Financial Editor 


Bill Corum 
Sports Authority 


Burris Jenkins Jr. 


Political Cartoonist 


E. V. Durling 
Lite with Salt on the Side 
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Cholly Knickerbocker Louis Sobol 
New York Society New York Cavalcade 


Dorothy Kilgallen 
Broadway 


Nuggets 
in the news 


| etewinrenhayep the rich vein of news supplied by three great wire 
services (I.N.S., A.P., U.P.) are these nuggets of 24-karat reading 
enjoyment. Great names — attracting a great audience. | 


To the 700,000 New York families who read the Journal-American 
every evening the hours spent at home with these famous names 
are precious hours indeed. 


To the thousands of advertisers who capitalize on the intense loyalty 
of New York’s largest homie-going audience, the Journal-American 
| represents a sales bonanza unequalled in the evening field. Ample 
reason why you too, will find the Journal-American a Gold Mine in ‘49. 


SALES-SEEKING FORTY-NINERS WILL 
“STRIKE IT RICH” IN THE 700,000 _ | 
FAMILY AUDIENCE OF THE... . 


NEW YORK 


— ageAmerican — 


5 AN AMERICAN }{ PAPER }{ FOR bY JN \\Ws , THE JLAMERICAN }{ PEOPLE 7> 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Munn Jr. Joins Koppel 


John Pier Munn Jr., for the past 
17 years vice-president and direc- 
tor of Gilliams Service, New York, 
has been appointed vice-president 
of Thomas A. Koppel Co., New 
York printer. Mr. Munn will serve 
in a sales capacity and adviser to 
the editorial board of the Koppel 
News Service. 


Plans Meeting on Television 


The New England Council of the 
American Association of Adver- 
tising Agencies will sponsor a com- 
prehensive television symposium, 
entitled “The How of Television,” 


at the Hotel Somerset, Boston, on | 


March 14. Harold I. Reingold, pres- 
ident of the Reingold Co., is gen- 
eral chairman of the event. 


f Another proe 
| best buy in Buffalo. 

| REMEMBER : 
| the Courier-Exp 


tomers with the mo 


f that the Co 


dollar bu 
Your do MORE impact 0” 


ney to BUY. 


ress.+-+- 


urier-Expres® js your 


; MORE insertions in 
; the cus- 


. (Competition gain—40%) 


Representatives: 
Osborn, Scolaro, Meeker and Scott 


‘Milwaukee Journal’ 
Party Draws 5,000 


MILWAUKEE—The Milwaukee 


|Journal’s first open house, held 


during the last week of January, 
drew more than 5,000 relatives 
and friends of the newspaper’s 
1,500 employes. 

The party was arranged by the 
Unitholders Council, a body elect- 
ed by the 692 employes who own 
stock in the company. About 1,800 
camellia corsages were distributed 
to women visitors, and more than 
1,000 boys and girls went home 
with miniature Journal delivery 
trucks. 

An additional 150 babies and 
small children were cared for in 
a nursery established in the plant’s 
first aid hospital and in a playroom 
just off the lobby. 


Bull Dog Ups Blatchford 


Robert N. Blatchford, assistant 
advertising manager, has been 
named sales promotion manager of 
Bull Dog Electric Products Co., 
Detroit. 


Curth Joins WSB Sales 


Henry A. Curth, formerly ex- 
ecutive director of Junior Achieve- 
ment, Inc., has joined the sales 
staff of WSB and WSB-TV, At- 
lanta. 


Percival to Design Cratt 

Michael Percival has been ap- 
pointed art director of Design 
Craft Ltd., Toronto, designer and 
builder of interior and display ex- 
hibits. 


Donovan Names Cooper A.M. 
Jack Cooper, formerly director 
of client service of Elliott-Haynes 
Ltd., Toronto, research, has been 
appointed advertising manager of 
Donovan Publications, Toronto. 


Copr. 1949—National Comics Publications, Inc, 
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Children cry for NATIONAL COMICS 


Well... 


perhaps not like the cartoon illustrates. But a quick 


BLONDES LIKE ‘EM SWEET—An electric potentiometer, dubbed ‘‘sentimeter”’ 


by Ho!| 


Bros., Kansas City greeting card maker, tests the reaction of Actress Judy Sinclair ‘o 
a variety of Valentines for an NBC newscast. Results showed that blondes and red. 
heads like sentimental Valentines, while brunettes prefer the humorous ones. 


McGraw-Hill Issues 
New Text on PR 


New YorK—“One measure of 
the soundness [of public relations] 
lies in the fact that it has survived 
the many crimes which have been 
committed in its name,” say J. 
Handley Wright and Byron H. 
Christian in introducing their new 
volume, “Public Relations in Man- 
agement.” 

Mr. Wright, director of indus- 
trial and public relations for Mon- 
santo Chemical Co., and Mr. Chris- 
tian, associate professor of journa- 
lism, University of Washington, 
have written the volume both as 
a textbook for the student of pub- 
lic relations and as a guide to the 
subject for business and industrial 
executives. 

The subjects covered in the vol- 
ume include a discussion of “‘pub- 
lics,” getting facts and planning 
programs, and public relations in 
business, government, trade as-! 


sociations, labor and social organi- 
zations, and include case histories 
in each field. 

McGraw-Hill Book Co. pub- 
lished the volume. The price is 
$3.25. 


Robinson Joins Ad Bureau 
Bruch Robinson, formerly on the 
New York sales staff of This Week 
Magazine, has joined the national 
sales staff of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, New York. 


Provincial Paper Ups Jewett 

A. P. Jewett, director of sales 
of Provincial Paper Ltd., Tor- 
onto, has been appointed general 
manager of the company. He has 
been with the company for 32 
years. 


Eichhorn Adds Duties 


Franklyn H. Eichhorn, advertis- 
ing manager of Eberhard Faber 
Pencil Co., Brookiyn, has been 
appointed sales promotion mana- 


ger of the company in addition to 


‘his other duties. 


Family Forizest 


look through some readership figures indicates that the 
above situation may not be as remote a possibility as you 
might first assume. 

’Cause, of the regular comics magazine devotees—90% of 
America’s vital 8 to 20 year olds and some 45% of their 
parents—National Comics covers 4 out of 5. And, the inten- 
sity of readership—the number of copies read weekly—gives 
more than a slight clue as to the why and where of the 60 
million monthly comics magazine circulation. 

Of course, National Comics, with its dominant coverage and 
largest (8 million monthly ABC) guarantee is far and away 
the basic buy in the field. 


THE NATIONAL COMICS GROUP 


Represented by: 
RICHARD A. FELDON & Co., INC. 
205 East 42nd Street, New York 17 


Chicago e Los Angeles e SanFrancisco e Portland 


lL you pick Beaverite to handle your entire cover requiremer 5, 
as many large companies are now doing, you can be sure of a strong fam y 
resemblance in all your covers — even though several different styles b 
bindings and cover stocks are involved Color and grain of stocks can ¢ 
matched, and similar decoration can often be done at a single die cost ( 


Complete service includes supplying acetate tabbed index dividers Mc y 
types of bindings. Prices and deliveries a little better than you'd exp: ' 
for covers of this quality. 


| BEAVERITE PRODUCTS, INC. 


ie 35 DE WITT STREET, BEAVER FALLS, NEW YORK 
) a Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artificial 


feather, ond Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 
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D svenport Relates 
C reulation Shifts, 
Business Conditions 


osTON—Economic trends, in- 
cl: ling shifts in food prices, de- 
pa ment store sales and national 
in ome, appear to be the most im- 
po: ant factors accounting for cir- 
culation increases and decreases, 
ac ording to a study published by 
th International Circulation Man- 
ag °s’ Association. 

1e report has been issued in 
the form of a graduate thesis by 
Joi n S. Davenport, journalism in- 
structor at Indiana University, 
anc circulation manager of the 
Bloomington Daily Student, who 
completed the survey in fulfill- 
ment of his ICMA scholarship 
award. 

Mr. Davenport received replies 
from 51% of the 750 circulation 
managers in the U.S. and Canada 
to whom he directed inquiries. The 
most important factors influencing 
circulation in the order of im- 
portance, he concludes, are (1) 
economic conditions, (2) popula- 
tion, (3) momentousness of the 
news, (4) entertainment, (5) 
competition, (6) editorial policy, 
(7) social conditions, (8) geo- 
graphical limitations, (9) mechan- 
ical improvements, and (10) typo- 
graphical dress. F 


s “Internal factors that influenced 
the paper’s ability to secure and 
keep circulation,” he continues, 
“were service, newspaper content, 
and caliber of the circulation de- 
partment organization.” 

His statistical analysis of daily 
newspaper circulation, relative to 
fluctuations in the economy, shows 
that a definite relationship exists 
between the two, although the cir- 
culation graphs do not show as 
pronounced peaks or valleys as 
do the economic indicators used. 

“Circulation growth,” Mr. Dav- 
enport concludes, “may be hamp- 
ered or aided by any one factor, 
but with a strong ‘service’ factor 
emphasized, pushed and practiced 
by the circulation manager, the 
influences can be minimized.” 


Starts Clam Chowder Drive 

F. H. Snow Canning Co., Pine 
Point, Me., maker of Snow’s clam 
chowder, has launched an intensive 
campaign in Boston and New Eng- 
land newspapers. Radio also will 
be used. Daniel F. Sullivan Co., 
Boston, is the agency. 


time you distribute your sales message 
on < ‘Floating Billboard”, you can be sure 
readership is high, your sales effort 
pin. ointed where you want it, your active 
3 response sharp and immediate! 


Pior or Qualatex “Floating Billboards”, as 
Por lar as toy balloons, show off your 
acy tisement on attractive beautiful jewel- 
slors; are printed in non-fading, non- 
sro ng pigments; stand more abuse, acti- 
Yo! vour sales appeal, boost your profits! 
Th ‘sq size and type for your advertising 
b. et, Write our Ad-Service Department 
today for samples, prices, 
ranteed by ®\ full data. The Pioneer 
Houschooping Rubber Company,106 
vem ‘Tiffin Road, Willard, Ohio. 


WITH PIONEER QUALATEX 
tLBOARDSs' 


A 
*antine y hha ~ 


Screen Group Reelects 
Hal Dawson President 


Hal Dawson, Dell Publishing 
Co., New York, has been reelected 
president of the Association of 
Screen Magazine Publishers for 
1949. Other officers elected were 
J. Fred Henry, Henry Publishing 
Co., vice-president; Charles Ter- 
williger, Macfadden Publications, 
secretary; Sidney Kalish, Hillman 
Periodicals, treasurer; and Frank 
Nye, Ideal Publications, assistant 
treasurer. 


Green Appoints French 


Oakleigh R. French & Associ- 
ates, St. Louis, has been appointed 
to handle the advertising of A. P. 
Green Fire Brick Co.,"Mexico, Mo., 
manufacturer of firebrick and re- 
fractory specialties. 


nt 
‘5 
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Form Firm to Make TV Films 


Moulton H. Farnham, copy chief 
of Blaine-Thompson Co., has 
joined Roger Wade, Roger Wade 
Productions, commercial film pro- 
ducer, to form a new firm, Wade- 
Farnham Productions, 144 W. 55th 
St., New York. The company will 
produce commercial motion pic- 
tures and films for video. 


How Much Can 
Long Island Buy? 


Effective Buying Income Per Family is higher in Allen 
County, Indiana, than in Nassau County, New York. 
Among all U. S. Counties Allen ranks 5th highest, y 
Nassau 19th. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO.... NEW YORK... CHICAGO... 


Dexdale Appoints Austrian 


Dexdale Hosiery Mills, Lansdale, 
Pa., has appointed Ray Austrian 
& Associates, New York, to handle 
its advertising. . 


Agency Appoints Graham 

William J. Graham has been ap- 
pointed an account executive of 
Advertising Engineers Corp., Chi- 
cago. 


DETROIT 


Our new man Jamison...is a very bright guy 


o-4 


Bs 


CN 


Man to man...or on his feet before a large and influential group of 
broadcast advertisers...our man Jamison is an expert salesman. 
That's because he sells creatively. He sells an idea and a way of doing 
things advertising-wise that invariably proves enormously 


helpful to the advertiser who buys it. For example... 


Only last week, Jamison’s business friend, Advertiser X, who 


Re vd manufactures skid chains, was complaining about the high cost 
[ =) 4 of time and space. : 
Ce } “X,” said Mr. Jamison. “The basic trouble with your stuff is that _ 


you've been placing it, at considerable expense, in places where 


‘ the skid is scarce...in places where they never heard of snow. Yours 


—in fact—is a product that should be promoted at the local and 


seasonal level only. It is a natural, I might say, for spot radio, some 


of which I will try to sell you now at a considerable saving over 


=— 
Amey 


what you have been paying for other less efficient media.” He then 


! went On to suggest (just as a starter) a series of spot programs 


and announcements preceding the arrival 


of predicted bad weather in various 


important markets around the country. 


Advertiser X is selling plenty of skid 
o- 
chains these days...and Weed and me 
Company is doing more business for be 
all of its clients than ever before. ef 
=i 


radio and television 
station representatives gg 
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NOW HAVES 
WEW LOOK 


NEW FACE—Columbia Baking Co. has 
announced a repackaged line of Southern 
bread with a series of big and small ads 
in 75 southeastern newspapers, through 


Freitag Advertising Agency, Atlanta. 
Shown here is a 1,050-line ad which ap- 
peared last week. 


Ruder & Finn Starts 
‘Publicity Network’ 
for Local Promotion 


New YorK—Ruder & Finn As- 
sociates has set up a _ publicity 
“network” offering localized ser- 
vice in 33 major cities. 

The publicity firm has lined up 
press agents in those cities to work 
for Ruder & Finn clients on as- 
signment on a per diem basis. The 
company is directing its primary 
sales pitch toward advertising 
agencies, which may need special 
promotion in some cities to bolster 
a radio show’s declining Hoop- 
erating, and manufacturers, who 
wish to do a special merchandising 
job on their products in key areas. 

Ruder & Finn out-of-town rep- 
resentatives are handling publicity 
for the Camel’s Vaughn Monroe 
show, placed through William Esty 
& Co. on CBS, in certain cities. To 
date they have directed local ex- 
ploitation for the traveling broad- 
cast in Boston, Cleveland and 
Washington. 

Other clients for this service are 
concert pianist Sari Biro; Tele- 
spots, Inc., TV commercial pro- 
ducer, and the so-called Gig Per- 
reau syndicate, a group of clothing 
manufacturers producing items 


= Questions 
Like these 
Bothering you NOW? 


® 1S OUR PACKAGE AND 
PRODUCT WELL DESIGNED? 


® WHO ARE OUR CUSTOMERS? 
® WHAT MAKES THEM BUY? 
@ WHERE ARE THEY? 


® IS OUR ADVERTISING GEARED 
TO OUR MARKET? 


® ARE WE STRESSING THE 
RIGHT PRODUCT FEATURES? 


® WHAT KEEPS SOME PEOPLE 
FROM BUYING? 


You can get definite answers to these 
questions and honest ways to find them 
at minimum cost. Don't guess these days 
send for our booklet “Act on Fact,” or 
better still, wire, write or phone for one 
of our officers to counsel with you at no 
obligation. 


Act on Pact” 


carrying the name of Hollywood’s 
newest child star. 

In addition to handling special 
_ assignments for agencies, the pub- 
\licity outfit is offering its year- 
|round “network” service to them— 
‘to cover radio shows and other 
‘projects, presumably—at a basic 
retainer of $10,000. 


Knox Named Radio Director 


James H. Knox has been ap- 
pointed radio director of the Na- 
tional Association of Real Estate 
Boards, Washington, D. C. 


Posey and Munro Join K&E 


Chester Posey Jr., formerly 
with Newell-Emmett Co. New 
York, and Leslie Munro, former 
associate copy director of Geyer, 
Newell & Ganger, New York, 
have joined the copy department 
of Kenyon & Eckhardt, New York. 
Miss Munro was previously pro- 
motion manager of Harper’s Ba- 
zaar. 


Drops Doppelt Account 
Jones Frankel Co., Chicago, has 


resigned the account of Charles 
Doppelt & Co. 


| Tobias, Coquillot to Mogul 


Seth D. Tobias, former vice- 
president, and Jean Coquillot, for- 
mer art director of Funt Co., New 
York, have joined Emil Mogul Co., 
New York, as executive assistant 
to Mr. Mogul and art director, 
respectively. 


Joins Electro-Matic 


Jack Kelleher, formerly with 
Ekco Products Co., J. M. Bundscho, 
Inc., Erwin, Wasey & Co. and Am- 
erican Meat Institute, has joined 
the sales division of Electro-Matic 
| Engraving Co., Chicago. 
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Schieftelin Appoints Helps "} 


Ronald Helps, since 1938 a_ .. 
rector of Schieffelin & Co., N w 
York, drug manufacturer, has b: «, 
appointed vice-president in cha <. 
of professional and public re 4. ( 
tions. Mr. Helps joined the co ,- Z 
pany in 1922 and has been » f 
charge of production and sales » [ 
the laboratory division. c 


Gets Dack’s Shoes Account 

Dack’s Shoes Ltd., Toronto, | is Ba 
named the Toronto office of Co: -- 
field, Brown & Co. to direct its ; |. nal 
vertising. 


TT 


. 


4) G ; 
WARREN WEBSTER & COMPANY sells heating equipment and 
service. This equipment, for business and industry, is bought by 
Management-men...the men who influence or make buying 
decisions. Business Week is read by a higher concentration of 
these influential executives than is any other general business 


or news magazine. This means that advertising dollars spent in 
Business Week reach more good prospects... at less cost. 


ANOTHER ‘FIRST’ FOR BUSINESS WEEK 


Many other advertisers whose goods or services are sold to busi- 
ness and industry, know the value of placing their selling mes- 
sages in BW. Business Week has led all general business and news 
magazines in this field for 11 CONSECUTIVE YEARS. Here is the 
story for the first 6 months of 1948: 


FIRST... 


1. 
2. 


In page volume of business goods and serv- 
ices advertising. Total: 1762 pages. 


FIRST... 


In number of business goods and services ad- 
vertisers. Total: 648 advertisers. 


FIRST... 


3. 


307 accounts. 


Advertisers who sell to business and industry use the pages of 
Business Week because — 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


In number of exclusive accounts in the busi- 
ness goods and services classifications. Total: 


is a BW advertiser j, . By 
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‘) nerican Home’ Names Wiley 


ames M. Wiley, former home 
‘ nishings editor of American 

me, New York, has been ap- 

nted to the newly-created post 
» executive editor of the maga- 
, .e. His former position has been 
fied by Mrs. Gertrude Brooks 
p xson, former home furnishings 
« ordinator of the four Broadway 
qd oartment stores in Los Angeles. 


Bustord Appoints Church 

Mercedes Church has been 
nomed export space buyer of G. 
M. Basford Co., New York. 


Ansul Appoints K&E 


Ansul Chemical Co., Marinette, 
Wis., has named the Kenyon & 
Eckhardt publicity department to 
handle a campaign on fire ex- 
tinguishers, refrigerants and in- 
dustrial chemicals. J. A. Cormack 
Advertising, Milwaukee, is An- 
sul’s agency. 


Appoint Dunay & Rader 

Stanco Utilities, Inc., and Stand- 
ard-Yne Burner Corp., Brooklyn, 
have appointed Dunay & Rader, 
New York, to handle advertising 
of fuel oil and oil burners. 


sion outlet. 


Brewer Starts TV 
Night Club Show 


WASHINGTON—The Christian 
Heurich Brewing Co. has begun 
sponsorship of “Senate Get) 
Together,” the first half-hour tel- 
evision musical variety show 
scheduled here. 

Prepared by Henry J. Kaufman 
& Associates, the show utilizes a 
specially constructed night club 
setting in the Wardman Park Ho- 
tel studio of WNBW, NBC televi- 


The Kaufman agency is promot- 
ing the program by distributing 
| programs at taverns where Heu- 
rich’s Senate beer is sold. Taverns 
will be encouraged to tune in the 
program on television sets on 
their premises. 

The Thursday 10:15-10:45 p.m. 
spot was selected with the tavern 
audience in mind also, as Thurs- 
day is considered a light night for 
sports events, which generally 
command attention of tavern 
audiences. 


h 


: 


fan 


bt 


Vv dvertiser is 


American Air Filt 
Anchor Post Products, Inc. 
Armstrong Cork Co. 
Buell Engineering Corp. 
Clarage Fan Co. 
Combustion Engineer 
Crane Co. 
Du Pont de Nemours, 
Frick Co. ; 
General Electric Co. 
Grinnell Corp. 
Iron Fireman Mfg. Co. 
Johns-Manville Corp. 


er Co., Inc. 


ing Co., Inc. 


E. 1. & Co., Inc. 


Keasbey & Mattison Co. 
Kidde, Walter, & Co., Inc. 


Minneapolis-Honeywell Regulator Co. 


Modine Mfg. Co- 


Otis Elevator Co- 
Pittsburgh Steel Co. a 
Portland Cement Association 
Robbins & Myers, Inc. 
Taylor Instrument Co. 
U. $. Steel Corp. 
Warren Webster & Co. 
Westinghouse Electric Corp. 


York Corp. 


hers’ Information Bureau analysis. 


*Source: Publis 
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“Senate Get Together” will in- 
clude three headline variety acts 
with Ray Michael as master of 
ceremonies. An all-star orchestra 
has been assembled, and a “live” 
audience will be seated at tables 
on the night club set. Four singing 
waiters will handle the commer- 
cials. 


Sets Spring Jewelry Drive 


Louis Stern Co., Providence, R. 
I., manufacturer of gold filled 
jewelry, is starting a major spring 
campaign to feature the theme 
“The Finished Touch in Fashion.” 
Harper’s Bazaar, Life, Parents’ 
Magazine, Vogue and six trade 
publications will be used. In ad- 
dition, the schedule calls for di- 
rect mail and dealer helps. Leonard 
F. Fellman & Associates, Phila- 
delphia, is the agency. 


Rubber Firm Boosts Tilley 


George D. Tilley has been ap- 
pointed assistant sales manager of 
mechanical goods of the Dominion 
Rubber Co., Montreal. He joined 
the company in 1926. 


SALES COUNT 


Market! 


A market with no visible 
saturation point! 


What a contrast to the goods- 
saturated urban territory is 
NAS-Land, that great grass 
roots area of small towns 
and farms served by 
Hometown Weeklies! 


Here is a market with a 
tremendous sales potential 
... for a tremendous 


variety of goods! 


A recent Crossley survey 
showed NAS-Land families 
as able and likely to buy 
paint, floor coverings, radios, 
furniture, bathroom fixtures, 
sewing machines. .. and 
electrical appliances galore! 


Reach this constantly rising 
market the easy, quick 
NAS way, using 5 or 5,000 
Hometown Weeklies. 
Circulation custom- 
tailored to your exact 
needs. Coverage is 


complete. Readership 
is terrific! 


NEWSPAPER 
ADVERTISING 


SERVICE, Inc. 


222 N. Michigan, Chicago 1 
70 E. 45th St., New York 17 
409 Griswold St., Detroit 26 
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WHEN 
POPOPNIKOFF 
INWITES TERRY 
HE BATTER COOM! 
EES MAKING WIZ 
HIM ZEE DATE- 


Tape Appoints Fitzpatrick | 


Edwin J. Fitzpatrick, formerly a 
vice-president and director of Am- 
erican Home Foods and president | 
of its Chef Boy-Ar-Dee division | 
in Milton, Pa., has been appointed 
executive vice-president of Indus- 
trial Tape Corp., New York. Prior 
to the war Mr. Fitzpatrick was a 
vice-president in charge of sales 
and a director of Clapp’s Baby 
Food division, American Home 
Foods. 


McDougall Retires 


Herbert E. McDougall is retiring 
as manager of the Toronto sales of- 
fice of Dominion Textile Co., after 
serving the company and its pre- 
decessors for 51 years. William D. 
Fleming will succeed Mr. McDoug- 
all as manager of the Toronto sales 
office and Harry E. Hockley will 
become assistant manager, effec- 
tive March 1. 


Becomes Woman's Day, Inc. 


Stores Publishing Co, New 
York, publisher of Woman’s Day, 
changed its corporate name on 
Feb. 1 to Woman’s Day, Inc. 


7? 


= Antique Bold 


biack letter 


ae 


Advertising Age, February 14, 1: 


——— 


"How much would the tax be if I leave it ALL to the Government?” 


ee ¥ ae re 


HUMOR PEPS IT UP—Eight Helen Hokinson cartoons dealing with various banking 
problems, provided enough chuckles to make the annual report of Girard Trust Co. 
112 year old Philadelphia institution, far from a dull collection of words and 
figures. Aitkin-Kynett Co., Philadelphia, Girard’s agency, conceived and produced 


Inquiries: Aldridge 


PHILADELPHIA—Advertising copy 
aimed directly at bringing in- 
quiries will not sell a product, A. 
E. Aldridge, president of A. E. 
Aldridge Associates, told a special 
clinic of Exstern Industrial Ad- 
vertisers Feb. 3. 

“If you write selling copy and 
the copy is interesting, it will of 
itself bring inquiries,” he _ said, 
adding that merely inviting in- 
quiries often brings a great per- 
centage of letters from non-pur- 
chasers. 

“Sales measure the effectiveness 


of copy, and not the number of 


the report. 
& 1 inquiries,” he declared, illustrating 
Don t Aim Solely at his point with a story of his own 


agency changing copy on a new 
account’s advertising. The change 
in copy brought half the number of 
inquiries, but six times the number 
of sales. 


Harwood’s ‘Mountie’ Theme 


Makes Newspaper Debut 

Duncan Harwood & Co., Van- 
couver, B. C., is introducing the 
familiar figure of the Royal Can- 
adian Mounted Policeman, hereto- 
fore used in magazines only, in 46 
newspapers in 38 cities throughout 
the country. 

The campaign, placed through 
Theodore A. Newhoff Advertising, 
Baltimore, will promote Harwood’s 
Canadian blended whisky. 


WHAT IS 


Our Sunday Visitor-Register Unit 
? 


T IS the combination of the two largest reli- 
gious publications, Our Sunday Visitor and 


antique or modern, 
regardless the mood, there is a type designed 
for the job at... 


M 


“u 


ree 


$ 
er 


NSEN 


see 


The Register, which together reach 25% of the 
Catholic population in the United States —pow- 
erful publications backed by the active assist- 
ance of 11,234 parish priests, over 150 bishops 
and archbishops. 

More than 1,200,000 families buy and read 
these publications. They look there for news, 
information, inspiration, guidance — editorial 
material of a spiritual nature needed in the daily 
practice of their Faith. 

These papers are sought by their readers. 
They satisfy them. They influence them. They 
lead them. 

Through these pages, read with confidence 
and respect, you can present your sales story 
effectively, economically, profitably. Look into 
this opportunity. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST, @ CHICAGO 2, ILL. 


Jur Sunpay Visitor-Recister Unit} 
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Bc sket Advertising 
O fers Test Results 


w YorK—Basket Advertising 
Inc Which leases space on the 
pu: -earts found in self-service 
sto. os and then rents the space to 
nat onal and regional food ad- 
ver isers (AA, March 29, ’48), has 
rel ased results of a four-week 
sali s test in Westchester County, 
N.’ 

Tne company, which operates 
uncer the trade name of Baskad, 
rec rded an average unit sales in- 
crecse of 58% (37.8% dollar vol- 
um rise) in ten Grand Union 
supermarkets during the test 
period. 

Products featured on the baskets 
included Palmolive soap, Royal 
puddings, Super Suds, Calumet 
baking powder, Bisquick, Prem, 
Sanka coffee and Post-Tens. Dur- 
ing the same period, the stores 
reported an over-all sales gain of 
5.6% for all dry grocery products. 

The company sells space on a 
trading area basis, when a major- 
ity of the chain and independent 
supermarkets in the area have 
agreed to participate. First market 
to be offered is Binghamton, N.Y., 
although negotiations are under 
way in Philadelphia, Los Angeles, 
Boston, Albany, San Antonio and 
Nassau County, Long Island. 


WFMY Appoints Hutchins 


L. O. Hutchins, commercial man- 
ager of Station WBBO, Forest City, 
N. C., has been appointed commer- 
cial manager of Station WFMY, 
Greensboro, N. C., which is oper- 
ated by the Greensboro News-Rec- 
ord. He was formerly commercial 
manager of WGBG, Greensboro, 
and WWGP, Sanford, N. C. 


BASKAD—Panels on the push-carts in 
Grand Union supermarkets influenced 
the 58% average unit sales increase of 
products promoted during Basket Adver- 
tising’s sales tests in Westchester County, 
N. Y., according to the company. Photo 
shows typical installation of the ads. 


Reorganizes Sales Unit 

Mercury Mills Ltd., Hamilton, 
Ont., has announced the reorgani- 
zation of the company’s sales de- 
partment. J. H. Mills has been ap- 
pointed director of sales with over- 
all responsibility for the Mercury 
and Maitland divisions. J. G. An- 
derson will continue to serve as 
sales manager of Mercury Mills. 
A. R. Farmer has been named ad- 
vertising manager of Mercury and 
Maitland divisions. 


Nealon Leaves Auto-Lite 


F. A. Nealon has resigned as 
sales manager of the merchandis- 
ing division of Electric Auto-Lite 
Co., Toledo. He joined the com- 
pany in 1932. 


GREAT INDUSTRIES tx 
Growing. GREENSBORO MARKET 


MELROSE HOSIERY MILLS 


Starting with 25 employees 26 years ago, Melrose Hosiery 


Mills is today one of the South's largest manufacturers . . . 


employing more than 1200 people in several modern tac- 


tory buildings. This is the kind of industrial expansion that 
is typical of the Growing Greensboro Market. 

* 
The thriving industrial and agricultural Greensboro 12 
County ABC Market produces more than ONE-FIFTH ‘of 
North Carolina's total retail sales . . . reached only 


through the News and Record with a coverage of better 
than 64%,. 


* 1948 Sales Management Figures. 


- GREENSBORO | 
NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc, 


|pointed to the advertising sales; headaches and neuralgia, has ap- 
staff of The Saturday Evening| pointed Redfield-Johnstone, New 
| Post, Philadelphia. 
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Names Redfield-Johnstone Leslie Lempke Joins ‘LHJ’ 


Kohler Mfg. Co., New York,} Leslie Carl Lempke, formerly 
of Kohler powders for|on the Detroit sales staff of Coun- 
try Gentleman, has been appointed 
manager of the Detroit advertis- 
ing office of Ladies’ Home Journal. 


‘SEP’ Appoints Hoover 


William E. Hoover, formerly 
with Esquire, Inc., has been ap-|maker 


| York, to handle its advertising. 


HERE’S WHAT YOU’D SEE 


i Aygeia's Pages Reflected 
tts Readers 


FOR CHILD AND 
INFANT: PRODUCTS 


57.9 PER CENT OF HYGEIA’S SUBSCRIBERS HAVE ONE OR MORE CHILDREN 
36.8 PER CENT OF HYGEIA CHILDREN ARE UNDER FOUR YEARS OF AGE 


HYGEIA’S predominant family circulation offers a lucrative market for the health 
aids and household conveniences which homes with children call for in such 
abundance. 


The selected, health-minded people who subscribe to HYGEIA are ready buyers 
of this multitude of products because: 


they are prompted by the interest in health which makes them HYGEIA 
readers... 


they are motivated by the needs of their growing families . . . 
their buying impulses are backed by a financial security well above average. * 


Your advertising messages in HYGEIA will find ready reception with parents who 
desire to buy, can buy and must buy for better health and living. 


*See HYGEIA’S recent Reader Audience Survey 


oy THE HEALTH MAGAZINE 
OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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Grapette Appoints Two 

T. D. Fooks, regional manager, 
has been named vice-president of 
Grapette Co., Camden, Ark., suc- 
ceeding G. J. Farabough, who 
resigned early in 1948 to enter 
private business in Camden. John 
L. White, formerly Grapette ac- 
count executive with Bryan & 
Bryan Advertising, Shreveport, 
has been appointed sales director 
of Grapette. He succeeds L. C. 
Moore, who has resigned. 


AWB to Meet in Chicago 


The sixth annual national con- 
vention of the Association of Wo- 
men Broadcasters of the National 
Association of Broadcasters will 
be held March 10-12 at the Drake 
Hotel, Chicago. 


AFL Will Publish 
Newspaper, Sponsor 


Radio Commentator 


New Yorxk—As the American 
Federation of Labor announced 
plans for a drive against state 
“anti-labor” laws, it was learned 
that Owen & Chappell had quietly 
relinquished the role of advertising 
agency for the union. 

Owen & Chappell, which took 
over the AFL advertising in June 
when the union began its drive 
against Communism, bowed out of 
the picture as of Feb. 1. 

AFL President William Green 
said Labor’s League for Political 


Yy PREMIUM ond CONTEST Responses 


FREE 16 PAGE BOOKLET 


ssocialed Activities Juc 


Education is planning to start a 
national weekly political news- 
paper to build strength for upcom- 
ing elections. This year’s schedule 
also calls for a nightly radio pro- 
gram featuring a political com- 
mentator and motion pictures, Mr. 
Green said. 

At an initial limited circulation 
of 60,000, the newspaper, which 
will report to AFL members on the 
doings of lawmakers in Washing- 
ton and state legislatures, will 
cost about $70,000 yearly, it was 
estimated. The AFL’s circulation 
goal is 8,000,000. 


Joins Lennen & Mitchell 


Edwin Kirschner, with Young 
& Rubicam, New York, for the 
past 12 years, has joined Lennen 
& Mitchell, New York, as assistant 
director of merchandising and re- 
search. 


Bankes to Mathews-Wells 


H. F. Bankes has been appointed 
sales manager of Mathews-Wells 
Co., Guelph, Ont., manufacturer 
of Rose brand food products. 


Advertising Age, February 14,1° | 


PARTYGOERS—Wick Crider, left, vice-president of Batten, Barton, Durstine & ©s. 
born, and songwriter Frank Loesser with guest of honor Jack Benny at a C85 
Hollywood party staged for the Lucky Strike comedian. 


Lawder Joins ‘New Yorker’ 


Wallace Lawder, former auto- 
mobile dealer in Greenwich, Conn., 
has joined the sales staff of The 
New Yorker, New York. 
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One test of a fine printing paper is its ability to reproduce brilliance 


That’s where pick-resistance counts . . . 
papers excel. For in Levelcoat, a special combination of coating materials 
and base stock provides pick-resistance to an exceptional degree. 


Add this important printing quality to Levelcoat brightness . . . 


smoothness . . . 


printing paper, it’s 


the paper that’s pick-resistant—for that margin of difference 


runability. 
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and depth in either monotone or multicolor. 


that distinguishes your printing. 


and where Levelcoat* printing 


You then see why, in choosing any 


wise to look at Levelcoat. And to pick 


For the margin of difference 
that distinguishes your printing... 
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KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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Chain Food Markup 
Now 17%, Insurance 
Study Indicates 


MINNEAPOLIS—The housew ife 
who spends a dollar in a retail 
food chain store actually gets food 
that cost the chain 83¢, according 
to a study just completed by the 
family economic bureau of North- 
western Life Insurance Co. 

Before the war, the insurance 
company says, the average markup 
in the same stores was 22%4¢ as 
against the current 17¢; out of the 
prewar 2216¢, 11%¢ went for 
wages and salaries, whereas the 
same items now take 10¢. 

Farmers are doing well, the 
study reports, getting 53¢ of the 
consumer’s dollar as against 40¢ 
prewar. 

The 17¢ markup now provides, 
in addition to salaries and wages, 
1%¢ for rent and maintenance; 
2¢ for warehousing and cartage; 
i¢ for shrinkage, spoilage and 
theft; %¢ for advertising; % to l¢ 
for taxes; and profits of 1 to 1 '¢. 


Baum Appointed V. P. 
of Gebhardt & Brockson 


Harry Neal Baum has been ap- 
pointed a vice-president of Geb- 
hardt & Brockson, Chicago agency. 
He joined the 
agency in 1947, 
following ten 
years as adver- 
tising manager of 
Fairbanks, Morse 
& Co. and a year 
and a half with 
Kirkgasser-Drew 
Co. 

Lewis M. Wil- 
liams, with the 
agency since 1942 
and a vice-presi- 
dent since 1944, 
has been named executive vice- 
president. 


Harry N. Baum 


Perfection Starts Drive 


Perfection Stove Co., Cleve! ind, 
will launch a spring drive i: 11 
magazines, with ads _ containing 
coupons on which readers may ex- 
press their desire to see a dealer 
demonstration of the range. }\\ag- 
azines scheduled for the camp ign 
are: Country Gentleman, Farm 
Journal, Grit, Holland’s, Hovse- 
hold, Pathfinder, Poultry Trib ine, 
Progressive Farmer, Southern Ag- 
riculturist and Southern Plater. 
McCann-Erickson, Cleveland, ! an- 
dles the advertising. 


Kostka to Leave Brewers 


Bill Kostka, public relations di- 
rector of the United States B: 2w- 
ers Foundation, New York, vil! 
resign within the next two mc ‘ths 
to open a public relations o [{icé 
in Denver with the brewers an 0n 
his accounts. Mr. Kostka was 0!- 
mer managing editor of Look, n¢ 
in charge of publicity for Nati na 
Broadcasting Co. 


Barker to Hewitt, Ogilvy 


Robert Barker, formerly m«: 1é 
director of Charles Dallas Re ich 
Co., New York, has joined Hev tt} 
Ogilvy, Benson & Mather, }ew 


York, in a similar capacity. 
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Group Organizes 
to Secure Minting 
o! 2¥a¢, 7¥2¢ Coins 


‘aicaco—On Feb. 2 last year, 
E ward W. Mehren, president of 
the Squirt Co., California bev- 
er.ge concern, started on a cross- 
country speaking tour designed to 
se.| the idea of 24¢ and 74¢ coins 
to economists, business men and 
congressmen. 

Object of the new coins, ac- 
cording to Mr. Mehren, is to per- 
mit more flexible one-coin pricing 
in periods of advancing and re- 
ceding prices, and thus facilitate 
more orderly reduction and in- 
crease of prices. 

Last week, Mr. Mehren’s project 
took shape as the American In- 
stitute for Intermediate Coinage 
held its first public meeting, with 
some 350 economists, representa- 
tives of small business and leaders 
of labor, trade and women’s con- 
sumers groups gathered to set 
going a promotion designed to ef- 
fect the minting of the two coins. 

The institute meeting heard and 
approved two bills authorizing is- 
suance of the 2%¢ and 74¢ coins, 
to be submitted to Congress within 
a month, although the senators 
and congressmen who will present 
the bills were not named. 


s In addition, the newly-formed 
institute will sponsor a series of 
sectional meetings throughout the 
country to enlist support for the 
project, and will establish local 
committees in 125 to 150 cities. 

Hearings on the question by the 
council of economic advisers to 
the President also were opened in 
Washington during the week. 

Financial assistance for the pub- 
licity campaign which the group 
is expected to launch, and research 
to discover the relation of pricing 
to existing coins, will be derived 
from contributions of industry, 
individuals and interested groups. 

Officers of the institute, in ad- 
dition to Mr. Mehren, who is 
board chairman, include: Stephen 
Glennon, vice-president of Pop- 
ular Science and Outdoor Life, 
president; Jack Frye, board chair- 
man of General Aniline & Film 
Corp; Christine Frederick, former 
assistant editor of Ladies’ Home 
Journal, and Gordon Knox, pres- 
ident of the Princeton Film Center, 
vice-presidents. 

Also, Robert A. Whitney, pres- 
ident of the National Federation 
of Sales Executives, is treasurer, 
and Leonard S. Levison, president 
of Spencer Equipment Co., is sec- 
retary. 


Y&R Names Dippy V. P. 

George B. Dippy, who joined the 
agency in 1943 and recently has 
been assistant to the president, 
has been named vice-president 
and contact supervisor of Young & 
Rubicam, New York. He was for- 
merly with McCall’s and Rohra- 
baigh & Gibson Advertising 
Agency, Philadelphia. 


E ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT 
| WASHINGTON BLVD. CHICAGO 7 


Promotes Norman Meiners 


Norman H. Meiners, eastern 
sales manager of General Screen 
Advertising, New York, has been 
appointed vice-president in charge 
of eastern operations of the com- 


pany. 


Wade Joins Basford Agency 

Robert S. Wade, formerly adver- 
tising manager of Sharples Corp., 
Philadelphia, has joined the copy 
and contact staff of G. M. Basford 
Co., New York and Cleveland 
agency. 


‘U. S. News’ Appoints Tate 


Robert T. Tate, formerly con- 
sultant and advertising director of 
Travel, has been appointed direc- 
tor of marketing studies of U. S. 
News & World Report, New York. 


Said Moves Oftices 


C. M. Said & Associates, St. 
Louis, advertising, merchandising 
and packaging consultant, has 
moved its offices from 3615 Olive 
St. to larger quarters at 4653 
Maryland Ave. 


Lampman Joins Beverwyck 


Harry G. Lampman Jr., former 
vice-president and general sales 
manager of Blatz Brewing Co., 
Milwaukee, has joined Beverwyck 
Breweries, Albany, as general sales 
manager. 


Miss Shannon Joins Cairns 
Mary Shannon, formerly fabrics 
editor of Kaleidoscope, has been 
appointed director of fashion pub- 
licity of John A. Cairns & Co., 


New York. 


R 
Pa 
a 
w 
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MacGregor Sets Up 
Special FM Rate 


C. P. MacGregor, Hollywood and 
New York, has announced that 
his electrical transcription library 
will be offered to FM stations at 
$75 monthly—a reduction from the 
rate charged AM stations. This 
charge covers the basic library 
and the usual number of new re- 
leases. 
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Air King Names Roberts 


Charles Roberts, former sales 
promotion head of Zenith Radio 
Corp. of New York, has been ap- 
pointed advertising and promotion 
|manager of Air King Products 
|Co., Brooklyn, manufacturer of 
radios, television and electronic 
apparatus. In addition he will be 
in charge of publicity and press 


| relations. 


roduction in Quantity . 4 


ark a 


in 100 to 900 QUANTITIES 


without on-the-spot radio 


Radio stations, like washing machines, have their limitations. 
Especially if you count on outside stations to cover inland 
California and western Nevada. Because this Beeline market— 
well removed from the coast—is an independent market. 
And Beeliners naturally find their favorite listening on their 


25¢ PER TUB 


SOAP EXTRA 


own local stations. 


So to stake your claim in the Bonanza Beeline—where ‘ 
gross buying power is 314 Billion . . . and total annual retail 
sales top San Francisco’s and Portland’s combined f—you 


need the five BEELINE stations. 
Together, these on-the-spot stations blanket the Beeline. 

Individually, each is a strong local favorite. Take KMJ Fresno, 

for instance. It recently Hoopered two times higher than 

the next closest station for the Sunday through Saturday 

6 PM-10 PM period. Ask Raymer for more on the BEELINE. 


t Sales Management’s 1948 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


KFBK 


Sacramento (ABC) 
50,000 watts 1530 kc. 


1000 watts 630 ke. 


SACRAMENTO, CALIFORNIA @ 


KOH 


Reno (NBC) 


KWG 


250 watts 


Stockton (ABC) 
1230 ke. 


PAUL H. RAYMER CO, National Representative 


KERN  - 
Bakersfield (CBS) 
1000 watts 1410 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 kc. 
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your best buy! 


“RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so 
| ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . 
TISING AGE’s classified columns 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


he ran classified 


“The response from 


. ADVER- 
— “The Ad- 


No. 3245. Today’s and Tomorrow’s 
Customers. 


In this booklet, The Grade 
Teacher explains what an educa- 
tional program in the elementary 
schools can do for an advertiser; 
what is meant by business-spon- 
sored classroom materials; why 
these materials are needed by 
teachers, children and _ business, 
and how The Grade Teacher’s 
educational forum will operate. 
Examples of national advertisers’ 
programs are illustrated. 


No. 3246. Market Facts on the 
Fluid Milk Industry. 


The continually growing market 
for equipment and supplies is dis- 
cussed in this booklet, issued by 
The Milk Dealer, covering the $4.5 
billion fluid milk industry. It pro- 
vides a quick study of methods, 
equipment and supplies used by 
milk dealers and explains the steps 
from farm to milk bottle at the 
kitchen door. 


No. 3247. Southern Planter Market 
Maps. 

Southern Planter’s maps, pub- 
lished in loose-leaf form so that 
they may be placed next to each 
other for comparative purposes, 
provide a picture of income from 
tobacco; income from livestock and 
livestock products, including poul- 
try and dairy; percentage of elec- 
trified farms, and farms having 
running water, passenger Cars, 
trucks and tractors, by counties, 
in the publication’s territory. Other 
maps in the series indicate South- 
ern Planter’s coverage of the area, 
and county-by-county coverage of 
other farm publications. 


No. 3248. About the $500,000,000 
Yearly Gift Business. 

New information about the gift 
and decorative accessory field is 
offered in this report, published by 
The Gift & Art Buyer, a Geyer 


publication. It covers the entire re- 
tailing field, showing length of 
time in business, average number 
of employes, advertising media 
used most, lines stocked, etc. 


No. 3249. InFARMation Please! 


Wallaces’ Farmer & Iowa Home- 
stead has published this report of 
a survey of the information sources 
of Iowa farm men and women 
conducted by the statistical labo- 
ratory of Iowa State College. Its 
objectives were to determine 
which newspapers (daily, Sunday 
and weekly), farm and other pub- 
lications were coming into the 
farm home regularly; sources of 
information farm operators and 
homemakers were using to help 
carry on their jobs, and the pres- 
tige attached to the specific 
sources. 


No. 3250. Reader Interest of De- 
sign Engineers and What It 
Means to You. 

Design engineers “don’t just 
read—they study,”’ Machine Design 
points out in this new brochure, 
which discusses a lot of the prob- 
lems, new ideas, machines and 
equipment that interest these men 
and tells how Machine Design is 
geared to meet their needs. 


No. 3231. What You Should Know 

About DMG’s. 

Dell Modern Group’s audience 
survey introduces a typical “Dell 
Modern Girl” as a representative 
of Dell Modern Group readers, 
giving new information on her in- 
come, home life, education and 
reading habits. 


No. 3217. Standard Market Data 
for Detroit. 

The Detroit News has published 
this file folder, which maps the 
city’s retail trading area and tab- 
ulates market data under 18 head- 
ings. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


| 
| 
| 
Please send me the following (insert number of each item wanted) | 
| 
| 
| 
| 


RATES: 75¢ — line, minimum charge $3. 


HELP WANTED 


POSITIONS WANTED 


~~ ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 


Advertising Space Salesperson—New Eng- 
land monthly magazine. The medium has 
merit, the job is tough, the rewards are 
good for the man or woman who can 


produce. 
Box 9985, ADVERTISING a 
ll E. 47th St., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Copywriter—Leading industrial corpora- 
tion in deep South needs young man - 
preferably under 30- who has had some 
experience on industrial or agricultural 
copy. Work is mainly on literature and 
direct mail. Congenial associates and 
opportunity to advance in a swell cli- 
mate. Give complete personal and busi- 
ness history and salary requirements. Do 
not send samples until requested. 

Box 9986, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Chicago business paper, publishing two 
weeklies and two monthlies, has place 
for copy desk editor. Main duty is copy 
reading, but variety of other work in- 
side and outside is involved. This is 
good opportunity for man with right com- 
bination of abilities. 

Box 9977, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Advertising Specialty Salesman to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
Exclusive territory. Prefer experienced 
men now handling other recognized adver- 
tising display items. Write for details and 
samples. Rosco Manufacturing Companv 
439 Central Avenue, Rochester 5, N. Y. 


Artist-Illustrator. Exp. in furniture, soft 
& hard line mdse. me layout & prod. 
Chicago only. 
x 9998, ADVERTISING AGE 
100° E. Ohio St., Chicago 11, Il. 


Young man 2% yrs. adv., sales & radio 
experience desires position with agency 
or mfgr. in media dept. to work into time 
or space buying. Interested in selling 
radio & TV time for stations. 

Box 9996, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Available: Space Salesman noted for his 
enthusiasm and drive with proven 16 
year record as western manager women’s 
group. Best of contacts throughout ter- 
ritory in both beauty § an fashion 
classifications. 

Box 9997, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCE—YOUTH—ABILITY 
offered to manufacturer seeking Adver- 
tising Manager or Assistant. Knows ap- 
pliances, farm equipment. Buys printing, 
artwork, display material—and uses it 
right! Familiar with agency relations 
and budgeting. Excellent references. Age 

$8,000 per year. Chgo location. 

Box 9999, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Lil. 
Versatile artist-designer available 
lance or studio connection. 
Box 2300, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


ART & PHOTOGRAPHIC 
Representative with active accounts for 
Commercial Studio. Drawing against com- 
mission. State particulars. Replies held 
confidential. 

Box 9993, ADVERTISING ae J 
11 E. 47th St., New York 17, 


for 


Advertising Age, February 14, 


Walter Lowen 


PLACEMENT AGENCY 
e 


Headquarters since 1920 f. - 
ADVERTISING AND 
MARKETING PERSONN: . 
Executives « Copy * Art + Of/ -. 
Public Relations 
Please write briefly eutlining your . .. 
cific experience or personne! need 
420 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 

MU 9-2630 


mL 


Creative 
COPYWRITER 
WANTED 


A man on his way up (30-40) 
who writes in terms of ideas and 
thinks in terms of basic campaigns, 
is wanted by a conservative, 
highly regarded Ohio advertising 
agency. Industrial experience ad- 
visable. Outline experience in de. 
tail. Address—Box 7273, ADVER. 
TISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
RAY BILLINGHAM, Established 
Industrial Publishers’ Repre- 
sentative. Commission basis only. 
551 Fifth Ave., New York 17, N. Y. 


TOP-FLIGHT COPYWRITER WANTED 
Must have at least 5 years agency ex- 
perience on varied national accounts. 
Here is a real opportunity for right 
man, in a long established Central 
Ohio agency. Good salary—If you are 
under 40 and interested in a permanent 
position with fine associates, good 
accounts and pleasant working con- 
ditions, write in detail about yourself. 

Box 9987, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AGENCY ACCOUNT 
EXECUTIVE WANTED 
Experienced, aggressive young man to 
service several accounts. A good closer 
who can solicit new business too. Fully 
recognized, well financed Chicago agency 
offers a wonderful opportunity to live 

wire. Write fully. 
Box 9990, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MIDWEST ADVERTISING SALESMAN 
FOR NEW YORK TRADE PAPER 


Must headquarter in or around Chi- 
cago, travel 10 states. Preferably un- 
married, under 40 with car. Expenses 
paid. $5000 with commissions to start. 
Knowledge of heating and building 
field important. We want a hard work- 
er with a high IQ and pleasant person- 
ality who will ultimately participate 
in management. Put complete exper- 
ience and data in first letter. 


Box 2301, ADVERTISING AGE 
11 E. 47th St., New York 17, ‘N. , a 


POSITIONS WANTED 


HERE’S A GOOD PERSONNEL BUY 
Empld. yng. man (28) 2% yrs. top agcy. 
exp. - 1 yr. sales anlst. res. dept., 142 yrs 
sp. buyer-wants to work for sm. or med. 
size agcy. where ability and all-around 
knowl. of advg. and mktg. can be applied 
for mutual benefit. Hardworking, con- 
scientious, ambitious. College grad, study- 
ing for M.B.A. in night school. Strong on 
ideas. His copy written on own time af- 
ter hours, has received praise. Wants to 
write copy for you. Now earning $5,000. 
excellent references. Write today to: 

Box 9995, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISSOURL U. AD MAJOR WANTS WORK 
in advertising. Married, 32. Job must 
have future. Available now. State start- 
ing salary. Edward Kohoutek, 2916 Wash- 
ington Ave., Sioux City, Iowa. 


MISCELLANEOUS 
Cartoons for Advertising 
Cartoon art and selling copy created for 
media adv., outdoor posters, television. 
Cartoon Adv., 1475 Broadway, N. Y. 


WHAT CAN | OFFER A CHICAGO 
AGENCY OR FIRM? 


| have written copy on atomic energy—tough- 
est topic of them all—which has pleased 
atomic scientists and magazine readers. | have 
done the same with other rocky subjects — 
smoothed them out into graphic, fast, accurate 
copy. | have handled layouts, makeup, caption 
editing, for national magazines, and special- 
ized in editing industrial and business stories. 
| have run a major radio news-room, written 
and voiced my own news commentary. 


| have been a free-lance writer, foreign 
correspondent, syndicated columnist. PBK from 
a leading university. Married, in 30s, want 
to locate in or near Chicago for ‘family 
reasons. 

New to advertising and public relations, | 
can bring with me experience, versatility 
fresh ideas. For personal details, samples of 
work done, references which will carry vem. 
faa Box 7277, Advertising Age, 100 E. Ohio 

« Chicago ti, Hh 


CUSTOMER KNOW-HOW 
CAN SELL FOR YOU 


Your customers come back for more, and 
bring new customers with them .. . if they 
know how to use your product. 


WRITE TODAY for information about the 
new instruction-writing service that builds 
customer know-how into increased sales 
for you. 

For a definite quotation, just enclose a 
copy of your present instructions plus de- 
scriptive information about your product. 
Samples of our work? Sure, we'll be glad 
to send them —but write today to Box 
7275, Advertising Age, 100 E. Ohio St., 
Chicago 11, Ill. 


ACE INDUSTRIAL ADMANAGER. Tech- 
nical education, 15 years experience chem- 
icals, metals, electronics, machinery, 
building materials. Topflight advertiser 
and agency experience. Now employed, 
somewhat stymied. Salary would edge 
five figures. 
Box 9988, ADVERTISING me J 

11 E. 47th St., New York 17, N. 


Chicago Copywriter wishes pre Fob. 
5 yrs. topnotch exp., retail 
Box 9989, ADVERTISING “6 
100 E. Ohio St., Chicago 11, Ill. 


HERE IS A MAN 
Creative, dependable writer, experienced 
editor-publicist, for permanent post in 
advertising, publicity or publishing. 
Box 9991, ADVERTISING A E 
100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
5 years with Detroit 4A Agency... Phar- 
maceutical, Aviation, and Automotive 
Accounts. Planning and Writing Trade 
Paper and Sales Promotion .. Understand 
all phases of Agency procedure and pro- 


—- Married, 50, Protestant, will- 
ing to go East or South. Not less than 
to start. Now employed, but 


$9300 

quickly available. 
Box 9992, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


BATHING SUITS FOR ESKIMOS? 
Those I can’t sell for you - but if you need 
a Direct Mail Advertising Specialist to do 
your job right, with originality and crea- 
tive imagination, then we should meet. 


Specialize in prom. and admin. work, di- 
rect mail planning, layout and copywriting. 
Expd in display ads and personal 
tacts. Rng and photo on ey 

R G AGE 
iT? F im 'st., New York 17, N. Y. 


con- 


TOP GRADE SPACE SALESMAN 
AVAILABLE 


Background includes experience with 
McGraw-Hill, Chilton, American 
Weekly, Newsweek and as agency 
account executive. Knows merchan- 
dising. Best of connections in Mid- 
west. Age 45. Available immediately 
to publisher or agency where re- 
quirement is hard, sound selling, with 
opportunity for earnings in five fig- 
ures. Box 7276, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Ill. 


MAGAZINE WANTED 


The advertisers in the middle west 
and west who can profitably use your 
publication and are not now doing so, 
can be sold. We would like to discuss 
the representation of your publication 
with you. 

We operate strictly on a commission 
basis and are interested only in trade 
Mie a of merit and stability. 

have an enviable, successful 


a, 7271, Advertisi e 
100 E. Ohio St, Chicago ifn. 


Abkist 
Wanted 


Advertising Agency located in small Ohio 
city near larger centers has unusuolly | 
attractive opening for top-flight artist 
who can do both layout and finished work. 
At least 10 years of agency or reloted 
work necessary. National accounts. Pub- 
lication and direct mail. 


Box 7268, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


GRAPHIC ARTS SPECIALTY 


Well established company now expand- 
ing needs local representation in major 
markets. Good advertising salesmen will 
be given exclusive protected territories 
and commissions on current business. 

We are mainly interested in successful 
salesmen who can devote some time to 
our line now and later develop into full 
time salesmen. Best available .territories 
still open are Milwaukee, Minneapolis 
Cincinnati, Louisville, Atlanta, Baltimore 
St. Louis, Dallas, and Seattle. 


Box 7270, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


WANTED 


Association Director 


Executive Director for Na- 
tional Trade Association 
with 200 members. Write 
full qualifications, stating 
educational background, 
experience, salary expected. 
Box 7272, ADVERTISING 
AGE, 100 E. Ohio St., Chi- 
cago 11, Ill. 


oo 


NOT NEW YORK NOR CHICAGO 
BUT A SMALLER CITY FOR M 


If you are a manufacturer and having | 
persuading a capable advertising man to 
the big centers, I may be the man for 
you are looking. Now working in a mediur 2 
Middle West community, I seek a chan * “ 
better use my training and to take on = sé 
responsibilities. But New York and C! cag 
hold no attractions. I have lived nea: 4n¢ 
worked in one. Never less than four years ¥! 
any company and 10 years with present |'™ 
Broad background, including contacts w © * 
large agency, i it oom 2 layout, editing Z 
licity, space selling, buying printing; als 
sumer direct mail, dealer promotion, sa! 
oqpousien and training, sales contests, etc 
minded and creative, but also cost con 
with planning and administrative expe: * 
College graduate and additional schooling Mar” 
ried. Veteran. Neither low nor high | ‘cé 
but worth the asking salary 


Box 7274, ADVERTISING AGE 
100 East Ohio Street, Chicago 11, | 


uble 
eave 


BEST OFFER 


$10,000 minimum will buy 14 years exc > 
tionally thorough advertising, sales pro 
tion experience in Aviation, Applian 
Automotive & Motion Pictures. 


- @o 


Desire advancement. Family. Will reloce ® 


Box 7269, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 
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2604 W. 7TH ST, LOS ANGELES 5, CALIF. + Bene! SIM 


Tp. Cit Western Steve Corpeny, Inc. 


2, Anche: 
BAL: 


SLA. Marrice end 

Mel beside renge. 
Marrise demonstrates 
Autonetic Cooking Clock. 


LS. Mel ond Herrise 
etend beside renge. 
Good Mo.seheeping Sigh 
ebeve renge. 


DABRISE: Thet's right, Hel. 
te be able te ;ut her dinner in the even, set the evte- 


by the nation's leading leboratories. 
the Good Housekeeping Guerenty Seel, it slee beers the 
"Cr," "“A.G.A." and Merit Specified Seals, 
the Western Family werd of Achievement. 


You meen the Continents! Leaking even turns iteelf 
on and off--eutometicelly? 


It meens so much te « busy nother 


metic cooking clock te core on tee ox three hours leter-- 
ond tone howe to find her dinner #11 cooked. Thet's whet 
you <an do with # Bestern-Holly Centinente!. 


Yer, Herrise, the Pestern-Holly Continentel is truly the 
“Mack of Excellence." It hee been tested end eccepted 


In addition te 


And it hes 


‘VISUALIZED SCRIPT’—How Advertising & Sales Consultants Agency's new video 

script can be used to control television production is shown above. Very rough 

sketches in the printed rectangles eliminate the necessity for reams of descriptive 
material, which frequently clutter up the standard dialog script. 


West Coast Agency 
Develops ‘Visual’ 
Television Script 


Los ANGELES—Advertising & 
Sales Consultants Agency here has 
devised an economical, “Visual- 
ized” television script format to fa- 
cilitate control of the product pre- 
sentation in commercials. 

Discarding reams of typed de- 
scriptive dialog copy, Gene Franke 
and George Burtt, consultants to 
the agency, emerged with a form 
printed on 11-pound sulphite bond. 
The form is padded so that a sharp 
pencil used for the sketches, which 
accompany the dialog, will make 
six carbon copies of the script for 
the studio, three for the agency 
and one for the client, in one 
operation. 

The actors concerned reportedly 
have found that the format enables 
them to learn their presentation 
(whether live or film) quickly and 
easily, and sponsor approval of 
scripts has been expedited. 

In the case of KTLA’s “Shopping 
at Home” feature, 13 video com- 
mercials of three minutes each 
were given a continuity and trans- 
cribed on 35 mm. film for later 
adaptation to a 15-30 minute sales 
training film. 


Mr. and Mrs. Breckenridge 
Take Over ‘Record-Star’ 

Mrs. Tina Case Breckenridge, 
who has purchased a majority in- 
terest in the Record-Star, Oakville, 
Ont., took over as publisher on 
Feb. 1. Associated with her will 
be her husband, Wilder Brecken- 
ridge. Mrs. Breckenridge is vice- 
president of Kenyon & Eckhardt 
and a former member of Vogue’s 
editorial staff. Mr. Breckenridge 
also has been a vice-president of 
K&E and was formerly sales man- 
ager of the Bureau of Advertising, 
ANPA, 

George Atkins, the former owner 
of Record-Star, will act as general 
manager of the weekly for an in- 
definite period. 


White Cap Promotes Switt 

John C. Swift, in the sales de- 
parnent, has been appointed to 
the newly created post of general 
sale. manager of White Cap Co., 
Chi ago, maker of Vapor-Vacuum 
sea. ng and Vapor-Vacuum caps. 
Ge ge P. White will continue as 
ce president and sales director, 
wit Mr. Swift taking over the di- 
rec! management of sales. 


To 
h ENCY +» BANK * CORPORATION 


led advertising, public relations 
available March |. Knows busi- 
s development, sales promotion. 


ad experience, |? years coast to 
st. Integrated advertising cam- 
gns—idea to finished product—all- 
dia tie-in. Financial specialization. 
. newspaper background. 


e 41. Married. Master's degree. Re- 
nsibility, work with progessive man- 
‘ment essential. Modest 5-figure 
ary. Box 7278, ADVERTISING AGE, 
E. Ohio St., Chicago II, Ill. 


Scanlon Named Sales V. P. 


Richard M. Scanlon, formerly in 
the stores merchandising division 


of Devoe & Raynolds Co., has been 
named vice-president in charge 
of sales of both Prima Products, 
Inc., and Lithogen Corp., New 
York. Lithogen manufactures and | 
markets a new kind of protective 
coating. Prima Products plans to 
launch a new campaign for 
Aquella, starting this spring with 
ads in The Saturday Evening Post. 


‘Financial World’ Appoints 
Weston Smith, Thomas Maguire 


Weston Smith, former vice-pres- 
ident in charge of public relations 
for the past five years of Financial 
World, New York, has been elected 
executive vice-president in charge 
of advertising and public relations. 

Thomas F. Maguire, former ad- 
vertising manager of The Maga- 
zine of Wall Street, has been 
named advertising manager of Fi- 
nancial World. 


Harvester Returns to NBC 

International Harvester’s “Har- 
vest of Stars,” with James Melton, 
will return to NBC after a year on 
CBS, starting April 3 at 5:30 p.m. 
EST. McCann-Erickson is the 
agency. 


‘Merchandising’ Made Study 
The story on the National Can- 
ners Association meeting in Atlan- 
tic City carried in the Jan. 31 issue 
of AA, mistakenly credits Super 


Market Institute for a survey on| 
container sizes. This survey was| 


was made by Super Market Mer- 
chandising. 
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THE LETTER SHOP, Inc. 


41 S. Dearborn St., Chicago 5. illinois 


Photographs 


bela (eld) 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


SD higeta- 
Sy) t iM PHOTOGRAPHIC ILLUSTRATIONS 
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1721 No. Wells St., Chicago 14 


Lar 


Reprevented ty 
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Sew York + Oetroit - Coca 
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You Can’t Sell Seattle without The TIMES. You Will Sell 
Seattle with The TIMES alone, because it goes into near- 
ly 8 out of 10 Seattle homes! These facts for 1948 show 
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in department 
in classified by 


in national by 
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in retail food by....... 


in retail drug by......... 


in total circulation by 


In Seattle 


E DOES tT! 5 


formula for concentration and success in Seattle! 


Advertising Leadership, 12 months, 1948, 
as reported by Media Records: 


vevveses pee ae 
aes .. 4,191,812 
store by... 2,020,652 

eae 870,870 
.... 206,342 
.. 793,733 
144,251 


in City Zone circulation by ... . 44,41 1 


in City and Retail Trading Zone by 47,764 


(Daily)—ABC Sept. 30, 1948 


that scores of advertisers are using the “One Does It” 
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Redfield Joins D-F-S 

Scranton Redfield, formerly 
with Lever Bros. Co., Cambridge, 
Mass., has joined the merchandis- 
ing division of Dancer-Fitzgerald- 
Sample, New York. 


Taylor Forge Names Murphey 

R. W. Murphey has been ap- 
pointed advertising manager of 
Taylor Forge & Pipe Works, Chi- 
cago. 


THE MAGAZINE 
of the TRADE 


HOSIERY & UNDERWEAR 
Ro 


1 WEST 34th ST., NEW YORK 1 
GUARANTEED @® CIRCULATION 


ECA to Extend ‘Guarantees’ 
for Overseas Publications 


WASHINGTON—Paul Hoffman’s 
Economic Cooperation Administra- 
tion has offered a helping hand 
to trade and technical publica- 
tions which are interested in cir- 
culating among plant executives 
of Marshall Plan nations. 

Mr. Hoffman’s interest in the 
situation was aroused by a com- 
mittee of productivity experts 
who reported that Europe’s tech- 
nical publications are narrowly 
distributed—largely to a “high 
level” audience, such as engineers. 

The productivity experts said the 
European journals should be more 
widely distributed, and that trade 


By STANLEY E. COHEN, Washington Editor 


and technical publications con- 
taining product advertising and 
data on methods and organiza- 
tional problems should be avail- 
able to company and plant exec- 
utives. 

ECA has already issued a $3,000 
“guarantee” covering overseas 
circulation costs of one publisher 
in the technical fields—Yorke 
Publishing Co., which will send 
copies of the American Journal of 
Surgery and American Journal of 
Medicine to Germany. 

Conferences have been held 
with other publishers, and addi- 
tional guarantees covering dis- 
tribution in Germany and other 
European areas are to be com- 
pketed shortly with publishers in 


several scientific, educational and 
technical fields. 
eee 

Keep an eye on New York’s 
Senator Irving Ives. In the weeks 
ahead, he will be sponsoring labor, 
housing, education and other leg- 
islation in competition with Dem- 
ocrats. Leader of 12 anti-old-guard 
GOP senators, he wants to build 
a “do something record,” and with 
12 votes his “yes” or “no” will 
have a lot to do with the kind of 
legislation finally adopted in this 
Congress. A Deweyite, Ives says 
Republicans will be a long time out 
of power if they continue to sit 
around waiting for the “New Deal” 
to fall on its face. 

zee 

Treasury is “pulling all the 
stops” for its May 15-June 30 
“Opportunity Bond” drive. For the 
first time since the war, there 
will be national, state and local 
sales quotas, and the nation’s 200,- 
000 newspaper carriers will be 
put to use distributing sales lit- 
erature. Designed to spread owner- 
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A good man te know 


HIS man has ideas that can mean more business for 
you and your dealers. He’s the Trade Mark Service 
representative of your telephone company. 


| guide for 
/ over 60 years 


He can show you how Trade Mark Service directs 
prospects to your authorized dealers and prevents sub- 
stitution. You simply arrange with him to display your 
brand name or trade-mark over a list of your dealers’ 
names in the ‘yellow pages’ of the telephone directory. 


And he can show you how to localize your national 
brand advertising without waste, by using the ‘yellow 
pages’ only where you have distribution. 

These business-building ideas are worth looking into. 
You can get in touch with him by simply calling your 
local telephone business office. 
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ship of the federal debt, the dr 
uses a self-interest theme with ¢ 
slogan, “Put More Opportu ty 
into Your Future.” During 1:49 
the number of E bond holders p.- 
creased, and E bond sales, tota’ ng 
$4% billion, exceeded redempt) ns 
by a half billion. 


gee 

Prosecutor-judge-jury role of 
the Federal Trade Commission « .¢ 
other quasi-judicial agencies < jl) 
worries Congress despite impro: °d 
procedures since enactment of ¢ 
Administrative Procedures | ct 
two years ago. There is li: le 
sympathy for the proposal oj 
Rep. Joseph P. O’Hara (R., Min.) 
to try all FTC cases in the low est 
federal courts instead of before he 
commission. But there may be 
strong support for a new pan 
setting up a special five-judge «p- 
peals court devoted exclusively to 
reviewing actions of FTC, Federal 
Communications Commission and 
similar agencies. 


gee 

It will take hard selling and 
skilled maneuvering to get war- 
time excises off luggage, cosmetics, 
transportation and other items 
this year. Almost to a man Con- 
gress would like to end these 
taxes, but the government can’t 
afford the loss of revenue, and 
piece-meal repeal involves almost 
insuperable political hazards. 


ses 

Agriculture Secretary Charles F. 
Brannan showed last week how the 
farmer’s wartime bonanza has 
tapered off. Consumers were still 
eating 12% more than before the 
war, including 15 to 27% more of 
the “expensive foods”—meat, poul- 
try, milk and cream—but total per 
capita food consumption was down 
slightly from 1948. Livestock pro- 
duction was the smallest since 
1941, and the farmer’s net income 
was below last year’s $18,000,- 
000,000. Brannan looks forward to 
increased livestock supplies in 
1949, and he sees no real problem 
for the farmer so long as industrial 
production remains high. 


aes 

Preliminary industry reports 
from the 1947 Census of Manu- 
factures record spectacular dol- 
lar production gains over 1940. 
Glass containers are up 167%, 
X-ray and therapeutic apparatus 
236%, musical instruments 171% 
—to cite a few. The census has its 
sociological undertones as wel! as 
its economic and industrial. For 
example, the chewing gum in- 
dustry’s shipments increased 
144% .in value...and it wasn’ 
just inflated prices. Chewing gum 
industry employment was 6,940 in 
1947 compared with 3,693 in 1939. 


Lithographers Club Elects 


William N. Julin, offset depart- 
ment manager of Gunthorp War- 
ren Printing Co., has been elected 
president of the Lithographers 
Club of Chicago. Other officers 
named are: Vice-president, ‘ar! 
J. Ericksen, of Gerlach Bar! ow 
Co.; secretary, L. Von Plachecki, 
of Columbian Lithographing ~°., 
and treasurer, William O. Mo: -an, 
of the Chicago Lithographic !n- 
stitute. 


Gets Jewelry Account 


American Jewelry Distribu ors, 
New York, has named Theodo: » A. 
Newhoff Advertising Agency, °4!- 
timore, to handle its advert: né 
Plans call for the promotio o 
Calvert watches in consumer ! 28- 
azines and trade publications. 


Names Van Diver & Carly! 

Van Diver & Carlyle, New » rk; 
has been retained to handle the 
advertising of Van Holland C! \co- 
late Corp. Consumer publica 05 
will be used. 


Hlava Promoted to A.M. 


Milton E. Hlava has been | °° 
moted from assistant adverti é 
manager to advertising manage 
Portland Cement Association, ‘ 
cago. 
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| WIPE RECORDER-PLAYER 
ENS HOME ENTERTAINMENT 


* _ wt Magi ay oT » Bunter 
ad 


OPENER—Eicor Corp., Chicago, used this 
full-page newspaper ad to introduce its 
new $125 tape recording machine in the 
Chicago area. A previous test of the 
copy in the Rockford market sold al- 
most 100 sets in two weeks following ap- 
peorance of the ad. Campbell-Mithun, 
Chicago, is the agency (AA, Feb. 7). 


Eicor Introduces 
$125 Tape Recorder 
in Chicago Market 


Cutcaco—Eicor Corp., which for 
the past ten years has confined 
itself to manufacturing rotary 
electrical equipment for industrial 
purchasers, has luanched its first 
major market promotion for the 
new Eicor tape recording machine, 
retailing at $125. 

A full page in the Chicago Trib- 
une, patterned after a recent suc- 
cessful Rockford, IIl., test adver- 
tisement (which sold $10,000 worth 
of equipment in two weeks) told 
local readers that the new tape- 
recorder player would faithfully 
capture prize “snapshots in sound.” 

Motorola-Chicago handles dis- 
tribution for the product in this 
area, and the company now is ap- 
pointing distributors in other sec- 
tions of the country. The product 


sales for Admiral Corp., is western 
sales manager. 

Campbell-Mithun directs the ac- 
count, 


Russell-Miller Milling 
Starts Occident Drive 

Russell-Miller Milling Co., Min- 
neapolis, has scheduled “tall” ads 
in 186 newspapers in major U. S. 
markets to push Occident cake 
mixes, with a pitch angled at how 
the mixes bake the “tallest cakes 
in town.” The ads will run three 
columns by 275 lines. 

Schedules, with slight variations, 
will feature Occident mixes until 
June. The “taller” series broke in 
Seattle and follows in all other 
markets this month. Campbell- 
Mithun, Minneapolis and Chicago, 
is the agency. 


Gulistan Carpet Drive Set 


A. & M. Karagheusian, Inc., 
New York, will launch the spring 
Gulistan carpet campaign within 
the next month with color pages 
in all shelter magazines plus 
Time and Vogue. The schedule also 
includes full-page color ads in 13 
newspapers in 12 Gulistan mer- 
chandising areas and in This Week 
Magazine. The company also will 
use four business papers. Fuller 
& Smith & Ross, New York, is the 
agency. 


LeVally Promotes Blackburn 


Robert E. Blackburn, copy di- 
rector of LeVally, Inc., Chicago, 
since the agency was formed in 
1947, has been named vice-presi- 
dent in charge of copy. 


Columbia Productions 
Names Frieberg President 


Hardie Frieberg, former public 
relations counsel, has been named 
president of Columbia Television 
Productions, a newly established 
video firm. 

The company, which will spe- 
cialize in film announcements fea- 
turing stage, screen and radio 


49 
names, has offices at 270 Park 
Ave., New York, and 9397 Wil- 


shire Blvd., Beverly Hills, Cal. 


Brockway Promoted to V.P. 


George R. Brockway, general 
sales manager, has been named 
vice-president in charge of sales 
of Rapids-Standard Co., Grand 
Rapids, Mich. 


BRIGGS OUTDOOR 


ADVERTISING COMPANY 
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You can’t saturate the Building Market 
‘with any one publication! 


To Sell the Whole Market... 
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sis BILLION BUILDING MARKET FOR 1949: 
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WEIGH ALL 


menager for Zenith Radio Corp., 
nov holds a similar position with 
Eior, and Harry Clippinger, for- 
m rly vice-president in charge of 


'5 MILLION 
NEGROES 


V JST EAT AND DRINK 


‘| they have 10 billion dollars to 
£ nd! If you have food, drinks, cos- 
tT ies, liquor or any other products 
t sell, the best way to reach the Ne- 
& is through the Negro papers and 
n gazines he reads with interest and 
¢ ifidence. Advertising in these pa- 
P °S pays big dividends, for the Amer- 


n Negro is the most loyal customer 
the world. For full information of 
S great market, write today to | 
| terstate United Newspapers, Inc., 545 
} fth Ave., N. Y., serving America’s | 
lading advertisers for over a decade. | 


| ‘OTE: We now have facts compiled by the | 
Research Co. of America on brand 
ferences of Negroes from coast to coast, 


> 


10) EAST OHIO STREET." 


‘ only study of Its kind ever made. Write now 
1 


’ this free information, 


- 


garages and otner non-residential units 
are built in big cities and small towns.) 


Controlled by 100,000 Builders 


“Legwork” alone won’t cover this big, 
far-flung, shifting market. Nor will ad- 
vertising confined to any one publica- 
tion. To sell a substantial share of it 


‘Oo 4 a u 
OME xia oi ihre aS 7 Cae 


CHICAGO: ih, TLLINOW’ 


Builder num 


PRACTICAL BUILDER—the "how-to-do-it” magazine edited exclu- 
sively for practical building men—is the only magazine sold for its 
builder coverage alone. Its companion publication— BUILDING 
SUPPLY NEWS—is first choice of lumber and building material deal- 
ers—seliers of $7 billions of buliding products in 1948. 


ways, heavy industrial, public works, etc. 


the greatest concentration of 
mg power that you can muster. 
t afford to take the chance of 
g all 100,000 contractor-build- 
buy, specify and control the use 
product for 90% of all resi- 
m@afarm building, and remodeling 
mand for more than 50% of non- 
mal construction, For full sales, 


Builders Read PB Only 
hy we say: To sell the whole 


American Builder, Architec- 
rum. All three are well-estab- 
lly recognized building indus- 
ations serving their particular 
reader te For example, Practical 

rs among its 75,000 read- 
ers some 30,000 builders who read no 


| << 
~ Many _ Weecticnl BUILDER 
alone tips the scale . 


8: Practical 


Then there will be times when you use 
all three— Practical Builder, American ' 
Builder and Architectural Forum 


Circulation figures from September 15, 1948, Standard Rate & Data 


other building industry publication. Practical |American Architectural 
(Survey on request.) Builder | Builder Forum 
So we repeat: gee a before you | 

invest! To sell the whole market — Circulation 75,671| 81,564) 64,364 
WEIGH ALL 3. ‘Builder 

Circulation only | 55,214| 50,439 11,717 

Full page, 

12 time rate $ 600 | $ 600 | $ 900 


Published by Industrial Publications, ine., for over 30 years exclusive publishers to the Building Industry, also publishers of Building Supply 
= BSN Dealers’ oe Te Material Merchant £2 Wholesaler, Brick & Clay _— Siew —* saad Ceramic ne Sook. 


NOTE: No discrimination against Architectural Record 
or Progressive Architecture is intended. These two excellent 
publications are omitted for a simple reason: they do not 
claim Contractor coverage. 


Copyright —industrial Publications, Inc. 
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Redfield Joins D-F-S 

Scranton Redfield, formerly 
with Lever Bros. Co., Cambridge, 
Mass., has joined the merchandis- 
ing division of Dancer-Fitzgerald- 
Sample, New York. 


Taylor Forge Names Murphey 

R. W. Murphey has been ap- 
pointed advertising manager of 
Taylor Forge & Pipe Works, Chi- 
cago. 


THE MAGAZINE 


‘of the TRADE | 


HOSIERY & UNDERWEAR 
Review 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED @® CIRCULATION 


ECA to Extend ‘Guarantees’ 
for Overseas Publications 


WASHINGTON—Paul Hoffman’s 
Economic Cooperation Administra- 
tion has offered a helping hand 
to trade and technical publica- 
tions which are interested in cir- 
culating among plant executives 
of Marshall Plan nations. 

Mr. Hoffman’s interest in the 
situation was aroused by a com- 
mittee of productivity experts 
who reported that Europe’s tech- 
nical publications are narrowly 
distributed—largely to a “high 
level” audience, such as engineers. 

The productivity experts said the 
European journals should be more 
widely distributed, and that trade 


By STANLEY E. COHEN, Washington Editor. 


and technical publications con- 
taining product advertising and 
data on methods and organiza- 
tional problems should be avail- 
able to company and plant exec- 
utives. 

ECA has already issued a $3,000 
“guarantee” covering overseas 
circulation costs of one publisher 
in the technical fields—Yorke 
Publishing Co., which will send 
copies of the American Journal of 
Surgery and American Journal of 
Medicine to Germany. 

Conferences have been held 
with other publishers, and addi- 
tional guarantees covering dis- 
tribution in Germany and other 


European areas are to be com- 
pketed shortly with publishers in 


several scientific, educational and 
technical fields. 
geese 

Keep an eye on New York’s 
Senator Irving Ives. In the weeks 
ahead, he will be sponsoring labor, 
housing, education and other leg- 
islation in competition with Dem- 
ocrats. Leader of 12 anti-old-guard 
GOP senators, he wants to build 
a “do something record,” and with 
12 votes his “yes” or “no” will 
have a lot to do with the kind of 
legislation finally adopted in this 
Congress. A Deweyite, Ives says 
Republicans will be a long time out 
of power if they continue to sit 
around waiting for the “New Deal” 
to fall on its face. 


gee 

Treasury is “pulling all the 
stops” for its May 15-June 30 
“Opportunity Bond” drive. For the 
first time since the war, there 
will be national, state and local 
sales quotas, and the nation’s 200,- 
000 newspaper carriers will be 
put to use distributing sales lit- 
erature. Designed to spread owner- 


t 2 


of BS) Di Se 


Advertising Age, February 14, 1° \9 


ship of the federal debt, the dr ve 
uses a self-interest theme with he 
slogan, “Put More Opportu ty 
into Your Future.” During 1 18, 
the number of E bond holders np. 
creased, and E bond sales, tota’ ng 
$4% billion, exceeded redempt. ins 
by a half billion. 
eee 

Prosecutor-judge-jury ole of 
the Federal Trade Commission 14 
other quasi-judicial agencies .- || 
worries Congress despite impro ed 
procedures since enactment of ‘he 
Administrative Procedures ict 
two years ago. There is li ‘le 
sympathy for the proposal of 
Rep. Joseph P. O’Hara (R., Mir.) 
to try all FTC cases in the lov est 
federal courts instead of before ‘he 
commission. But there may be 
strong support for a new plan 
setting up a special five-judge «ap- 
peals court devoted exclusivel: to 
reviewing actions of FTC, Federal 
Communications Commission and 
similar agencies. 


see 

It will take hard selling and 
skilled maneuvering to get war- 
time excises off luggage, cosmetics, 
transportation and other items 
this year. Almost to a man Con- 
gress would like to end these 
taxes, but the government can’t 
afford the loss of revenue, and 
piece-meal repeal involves almost 
insuperable political hazards. 


see 

Agriculture Secretary Charles F. 
Brannan showed last week how the 
farmer’s wartime bonanza has 
tapered off. Consumers were still 
eating 12% more than before the 
war, including 15 to 27% more of 
the “expensive foods”—meat, poul- 
try, milk and cream—but total per 
capita food consumption was down 
slightly from 1948. Livestock pro- 
duction was the smallest since 
1941, and the farmer’s net income 
was below last year’s $18,000,- 
000,000. Brannan looks forward to 
increased livestock supplies in 
1949, and he sees no real problem 
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HIS man has ideas that can mean more business for 
you and your dealers. He’s the Trade Mark Service 
representative of your telephone company. 


guide for 
over 60 years 


He can show you how Trade Mark Service directs 
prospects to your authorized dealers and prevents sub- 
stitution. You simply arrange with him to display your 
brand name or trade-mark over a list of your dealers’ 
names in the ‘yellow pages’ of the telephone directory. 

And he can show you how to localize your national 
brand advertising without waste, by using the ‘yellow 
pages’ only where you have distribution. 

These business-building ideas are worth looking into. 
You can get in touch with him by simply calling your 
local telephone business office. 
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named are: Vice-president, 
J. Ericksen, of Gerlach Bark ow 
Co.; secretary, L. Von Plachecki, 
of Columbian Lithographing ©°., 
and treasurer, William O. Mor- 2», 
of the Chicago Lithographic ("- 
stitute. 


Gets Jewelry Account 


American Jewelry Distribu °F, 
New York, has named Theodo:’ 4 
Newhoff Advertising Agency, !- 
timore, to handle its advert) né. 
Plans call for the promotio: 0° 
Calvert watches in consumer! 28&- 
azines and trade publications. 


Names Van Diver & Carly! 


Van Diver & Carlyle, New » >rk; 
has been retained to handle the 
advertising of Van Holland C! ©°- 
late Corp. Consumer publica 05 
will be used. 


Hlava Promoted to A.M. 


Milton E. Hlava has been | °° 
moted from assistant advert! ng 
manager to advertising manage ° 
Portland Cement Association, ‘ 1 


cago. 
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ew pian OPENER—Eicor Corp., Chicago, used this 

udge ap- full-page newspaper ad to introduce its 

siveli) to new $125 tape recording machine in the 

Federal Chicago area. A previous test of the 

ion and copy in the Rockford market sold al- 
most 100 sets in two weeks following ap- 
pearance of the od. Campbell-Mithun, 

Chicago, is the agency (AA, Feb. 7). 

ing and b 

ist. war- Eicor Introduces 

osmetics, 

e items $125 Tape Recorder 

an Con- 

then in Chicago Market 

~4 ae CutcaGo—Eicor Corp., which for 

s almost the past ten years has confined 

ards. itself to manufacturing rotary 
electrical equipment for industrial 
purchasers, has luanched its first 

harles F. major market promotion for the 

how the @ new Eicor tape recording machine, 

nza has HF retailing at $125. 

ere still A full page in the Chicago Trib- 

fore the B une, patterned after a recent suc- 

more Of Hf cessful Rockford, Ill., test adver- 

at, poul- & ticement (which sold $10,000 worth 

total per & of equipment in two weeks) told 

sas down Hf \ocal readers that the new tape- 

- sa recorder player would faithfully 

| e 


capture prize “snapshots in sound.” 


t income Motorola-Chicago handles dis- 


$18,000,- Bf tribution for the product in this 
rward to @ area, and the company now is ap- 
plies im & pointing distributors in other sec- 
problem & tions of the country. The product 


will be introduced market by mar- 
ket as the distributors are named. 


s The device features high fidel- 
ity tone, optional playback through 
radios, a double track tape (each 
tape can carry two recordings, one 
on each edge), full-hour recording 
or less as desired, high speed re- 
wind and the price tag of $125, 
which is substantially below prices 
of major competitive recorders. 
At the same time the machine 
was introduced in Chicago, Eicor 
disclosed the names of its exec- 


wom 


a fume utives for the first time. Joseph 
— fee Nader, Eicor’s founder, is board 
eee Charman; Raymond Perry, for- 
semen mer|y production manager of Hud- 
Sees SO Motor Car Co., is president; 
fee = «Vance Woodcox, formerly 
Sees Vice-president in charge of sales 


for Radio Corporation of America, 
is merchandising consultant. 
Also, N. H. Terwilliger, formerly 

advertising and sales promotion 


eee 


ont, “- manager for Zenith Radio Corp., 

i, xi, |g 20” holds a similar position with 

ning Co Eicor, and Harry Clippinger, for- 

Mor-an, @ ™° ly vice-president in charge of 

phic ‘n- 

tribu ors 

podor: A 

ney, ‘al- 

verti: ng 

otic of ® MIST EAT AND DRINK 

ner! 26 @ Ar they have 10 billion dollars to 

ions. Sp d! If you have food, drinks, cos- 
™m cs, liquor or any other products 

arly! to -ll, the best way to reach the Ne- 
& is through the Negro papers and 

ew ) rk, J ™ azines he reads with interest and 

adie the °° idence. Advertising in these pa- 

id Cl co- ff °° © Pays big dividends, for the Amer- 


plica‘ ons Negro is the most loyal customer | 


he world. For full information of 


th great market, write today to | 


Ir orstate United Newspapers, Inc., 545 | 
M. F oh Ave. N. Y., serving America’s 
ay 1 ing advertisers for over a decade. | 
ivert bo) TE: We now have facts compiled by the | 
anagé Research Co. of America on brand 
ion erences of Negroes from coast to coast, 
’ 


nis free information. 


nly study of Its kind ever made. Write now 


sales for Admiral Corp., is western 
sales manager. 

Campbell-Mithun directs the ac- 
count. 


Russell-Miller Milling 
Starts Occident Drive 
Russell-Miller Milling Co., Min- 
neapolis, has scheduled “tall” ads 
in 186 newspapers in major U. S. 
markets to push Occident cake 
mixes, with a pitch angled at how 
the mixes bake the “tallest cakes 


Gulistan Carpet Drive Set 


A. & M. Karagheusian, Inc., 
New York, will launch the spring 
Gulistan carpet campaign within 
the next month with color pages 
in all shelter magazines plus 
Time and Vogue. The schedule also 
includes full-page color ads in 13 
newspapers in 12 Gulistan mer- 
chandising areas and in This Week 
Magazine. The company also will 
use four business papers. Fuller 
& Smith & Ross, New York, is the 


Columbia Productions 
Names Frieberg President 


Hardie Frieberg, former public 
relations counsel, has been named 
president of Columbia Television 
Productions, a newly established 
video firm. 

The company, which will spe- 
cialize in film announcements fea- 
turing stage, screen and radio 
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names, has offices at 270 Park 
Ave., New York, and 9397 Wil- 
shire Blvd., Beverly Hills, Cal. 


Brockway Promoted to V.P. 


George R. Brockway, general 
sales manager, has been named 
vice-president in charge of sales 
of Rapids-Standard Co., Grand 
Rapids, Mich. 


in town.” The ads will run three | 4gency. 
columns by 275 lines. 

Schedules, with slight variations, 
will feature Occident mixes until 
June. The “taller” series broke in 
Seattle and follows in all other 
markets this month. Campbell- 
Mithun, Minneapolis and Chicago, 
is the agency. 


LeVally Promotes Blackburn 


Robert E. Blackburn, copy di- 
rector of LeVally, Inc., 
since the agency was formed in 
1947, has been named vice-presi- 
dent in charge of copy. 


Chicago, 


BRIGGS OUTDOOR 


_ ADVERTISING COMPANY 


CHICAGO 


In Big Cities and Small Towns 


The $18 billion light construction mar- 
ket is today’s most underrated, under- 
sold, underadvertised market. How can 
you sell it? Only by selling all 100,000 
builders and contractors. Here’s why: 


You can’t sell the whole market by 
concentrating on metropolitan areas— 
because 53% of residential building is 
done in smaller cities and towns. Nor by 
concentrating on speculative builders — 
less than one-third of all U. S. home 
building is speculative. Nor by concen- 
trating on a relatively few “big” build- 
ers — they don’t do the $6 to $8 billion 
of remodeling and farm building. (And 
remember — stores, schools, factories, 
garages and other non-residential units 
are built in big cities and small towns.) 


Controlled by 100,000 Builders 


“Legwork” alone won’t cover this big, 
far-flung, shifting market. Nor will ad- 
vertising confined to any one publica- 
tion. To sell a substantial share of it 


fe $is ‘BILLION BUILDING MARKET FOR 1949: 


e New Residential Building—$6.5 Billion 
e New Farm Construction—$400 Million 
e Remodeling and Repairs—$7 Billion 


e Commercial, Industrial, Etc.*—$4 Billion 
*Light construction only — excludes highways, heavy industrial, public works, etc. 


demands the greatest concentration of 
advertising power that you can muster. 
You can’t afford to take the chance of 
not selling all 100,000 contractor-build- 
ers who buy, specify and control the use 
of your product for 90% of all resi- 
dential, farm building, and remodeling 
work — and for more than 50% of non- 
residential construction, For full sales, 
you need full coverage. 


30,000 Builders Read PB Only 


That’s why we say: To sell the whole 
market — WEIGH ALL 3: Practical 
Builder, American Builder, Architec- 
tural Forum. All three are well-estab- 
lished, fully recognized building indus- 
try publications serving their particular 
reader — For example, Practical 
Builder numbers among its 75,000 read- 
ers some 30,000 builders who read no 


other building industry publication. Practical | American Architectural 
(Survey on request.) Builder | Builder Forum 
So we repeat: the ‘whe before you * 
invest! To sell the whole market — Circulation 75,671 | 81,564 64,364 
Circulation only | 55,214) 50,439 11,717 
Full page, 
12 time rate $ 600 | $ 600 | $ 900 


PRACTICAL BUILDER—+the "how-to-do-it” magazine edited exciu- 
sively for practical building men—is the only magazine sold for its 
bulider coverage alone. Its companion publication— BUILDING 
SUPPLY NEWS—is first choice of lumber and building material deal- 
ers—sellers of $7 billions of building products in 1948. 


Published by Industrial Publications, lnc., for over 30 yeors exclusive publithers to the Building Industry, also publishers of Building Supply 
bate BSN Declers’ : orn se Matertal Mercham & Wholescler, Brick & Gay Record, Ce amic ncuatey and Ceramic Date Book, 


" facts ABOUT 


You can’t saturate the Building Market 
with any one publication! 


i 
1 


‘Many _ pe ICAL. BUILDER 
alone tips the scale 


Then there will be times when you use 
all three— Practical Builder, American ' 
Builder and Architectural Forum - 


Circulation figures from September 15, 1948, Standard Rate & Data 


5 South Wabash Avenue « Chicago 3 


THE é 


NOTE: No discrimination against Architectural Record 
or Progressive Architecture is intended. These two excellent 
publications are omitted for a simple reason: they do not 
claim Contractor coverage. 


Copyright — industrial Publications, Inc. 
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With kids who know COMICS best 
it’s NATIONAL 4 out of 5 


The 8 to 20 age segment is loaded with 30 million prospects— 


impressionable, responsive, brand conscious. 


And 90% of these boys and girls—plus almost half of their 
parents—regularly read comics magazines. Of course, 4 out 
of 5 of all comics readers are devoted to the 31 titles on the 


National Comics roster. 


So buy the group comics experts buy—National Comics! 


THE NATIONAL COMICS GROUP 


Represented by: 


RICHARD A. FELDON & Co., INC. 
205 East 42nd Street, New York 17 
Chicago e Los Angeles e San Francisco e Portland 


GM Appoints O’Madigan | Donahue Transferred 
Dan O’Madigan has been ap- Daniel J. Donahue, ~ yee = 
: pointed assistant sales manager of|the national sales staff of the| jive standard 7x10-inch type page. 
- the Pontiac division of General} Bureau of arab ety | American i 
Motors Corp., Detroit. E. J. Chap- | Newspaper Publishers Association, 
man has been named regional| has been transferred from Chicago ae Group a roa 
manager of the central zone. to the bureau’s New York office. hel” rE a 
i . tae tes oo 6e'b od obo 29 30 
American Builder .......... 113 98 
7 SI BEE 0.6% 00.0 0 00 0 117 107 
American Machinist (bi-w.) 421 7585 
American Printer ......... 41 36 
Analytical Chemistry ...... 36 33 
: Architectural Forum ....... 121 128 
Architectural Record ....... 125 126 
Automotive Industries 
DLE Ste steee0eeese 158 166 
By cess Aviation Maintenance ...... *34 87 
Aviation Week ............ 19111 *86 
Bakers’ Helper (bi-w.)..... 152 160 
DET Wb ube cde eeeeees cs 93 85 
* Better Roads .............- 28 30 
wes rey rove Brewers Digest .....eseeee 41 38 
Brick & Clay Record ....... *47 *47 
Bus Transportation ........ 116 139 
Butane-Propane News 
DELITY Coe Oe ee cones nec ctecs *82 *100 
(EN S| —e ee 19§*107 *§*131 
Ceramic Industry .......... §*97 86 §* 83 
a & Engineering ons sea 
At last, truly flexible Jocal color Our new local control permits aww ST ee a 
control is available to color color modifications of local Chemical Industries ........ 1998 #108 
photography! CHROMART, the areas independently of the rest Chemical Processing Preview (109 93 
: 7 ki f th : s This gen- Civil Engineering ......... 34 35 
special artcopy-for-platemaking of the picture image. is g Frappe Se-. yatahin 139 128 
print, achieves it by an exclusive erally eliminates all need for Gammmenetal Gaz Soar... 161 196 
process for hardening gelatin texture-concealing air brushing Construction Digest (bi-w.) 125 %*176 
; selectively. and excessive re-etching on the =a Methods ...... = he 
printing plates. Contractors & Engineers 
Color films are manufactured, : Monthly (9%xl4) ....... 62 s«BT 
. exposed, processed under varying CHROMART Prints, made from Dairy Record ..... th Pra 166 79 
conditions. For instance, Jantzen your color films, cost from $52 Design proms pe rneeecetesce 44 6s 
, recently sent us 13 Kodachromes to $122, depending on size swe Rm gay ol _ noes 34 4 
... some dark, some light, most ordered. They can be dramati- Drug & Cosmetic Industry.. *111 128 
® of them “off”. From these we cally displayed, lettered, re- Electric Light & Power. .... 80 68 
’ made 13 Chromart Prints, uni- touched, pasted into final art Electrical Engineering ..... —- 
' P Write! Electrical Construction & 
: form in overall tone, yet match- ... color film cannot. rite! > liane eel 110 121 
ing the swatches furnished! Electrical South ........... 57 58 
i. nee ee Le Fanacewe veda ' 66 on 
“ Electrica orld (w.)...... 1 9§*332 21 
. Frank Miller Laboratories Electromics ooo eee “175 *172 
P ngineering ining 
846 North Fairfax, Hollywood 46 9 kee aa 1060 s:118 
’ Id Colo 5 Engineering News-Record cones . 
' ‘ ica’ est rprint Service. CO -schuseeWas eee eeena 00 
America's O Excavating Engineer ...... 38 33 
Factory Management & P 
‘ Maintenance ............ *198 219 
Fire Engineering .......... 34 84 
. CD enc be 5000 vbaas 113 118 
Food Industries ........... 121 153 
i Weed FOGROP oeccnscccc tess *57 *59 
‘ Food Processing Preview... [44 41 
1 . 
Copr. 1949—National Comics Publications, Inc. 
e 
* 
’ 
. 
; 4 ' 
’ 
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1949 
OE: 5% vacdecebone eben *176 
Tn. i nenceomednded eos canets 40 
Gas Age (bi-w.)........... 77 
Heating, Piping & Air 

GE \ cowctedccees 188 
Heating & Ventilating ..... 77 
Ice Cream Review ........- 75 
Industrial & Engineering 

PP 102 
Industrial Finishing 

Re ere 75 
Industry & Power.......... 107 
Irom Age (W.)..cccscceeess 1§*611 
Machine Design ...........- 163 
Machine & Tool Blue Book 

(AYE KG) ccc e cece eeeeee 264 
eee. BPTI ETT CLL 258 
Manufacturers Record ..... *32 
Marine Engineering & 

Shipping Review ........ 75 
Mass Transportation ...... 28 
Materials & Methods ....... 114 
Mechanical Engineering .... 92 
Mechanization ............- *83 
Metal Finishing ........... 58 
SE DEED nccanenessceces 89 
Milk Plant Monthly........ 42 
Mill & Factory............- *217 
Mining Engineering ....... 520 
Modern Machine Shop 

CS eae 248 
Modern Packaging ........ *117 
Modern Plastics ..........- *106 
Modern Railroads .......... 61 
National Butter & Cheese 

Journal ........ ange eevee 42 
National Petroleum News a 
National Provisioner (w.) 13149 
National Safety News...... 52 
Oil & Gas Journal (w.).... 1§*520 
Organic Finishing ......... 13 
Operating Engineer ...... ° *210 
Packaging Parade (9%x12) 51 
Paper Industry & Paper 

World ...... Bao 4ctseoe 71 
Paper Mill News (w.)..... 13§*132 
Paper Trade Journal (w.). ‘'*175 
Petroleum Engineer ....... 175 
Petroleum Processing ...... 53 
Petroleum Refiner *148 
Pit & Quarry... ccccssceee 1*182 
Plant Engineering 31 
ee TTC 44 
Power ..... Se edeegeces tet 6 *50 
Power Generation ......... 72 
Practical Builder .......... §108 
Printing Magazine ........ 78 
Product Engineering ...... *228 
Production Engineering & 

Management ..........-- 63 
Products Finishing (4%2x6') 85 
Progressive Architecture ... 80 
i. Seo *229 
Quick Frozen Foods & the 

Lecker Plant ....2......:. 45 
Railway Age (w.).......-- 13291 
Railway Engineering & 

Maintenance ..........-- 57 
Railway Mechanical 

pe. SCUTTLE TET 93 
Railway Purchases & 

REE Reaiecgcecceceuesss 175 
Railway Signaling ......... 29 
Roads & Streets...........- *66 
Rock Products ..........+> *100 
Sewage Works Engineering. 15 
DEE dive necheneehssoae8 84 145 
Southern Lumber Journal... *79 
Southern Lumberman 

PED cvestoeseneeeess *156 
Southern Power & Industry. 71 
OS arr ee 19§*506 
Baepervision ...cccccssscsece 20 
Telephone Engineer ....... 40 
Palemeeey CW) .cccccsesss 13*130 
Textile Industries ......... 135 
Wiemee WET cic cccccosess 190 
PRO co osccccscccecss *159 
Tool & Die Journal 

SE. schvvrocetnceees 95 
Tool Engineer .........-.-- 81 
Traffic World (w.)......... 13122 
Water & Sewage Works.... 44 
Water Works Engineering 

SEED Sn bobacatelesscvve 46 
Welding Engineer ......... 50 
West Coast Lumberman ... §*97 
Western Canner and Packer *47 
Western Construction News *75 
Western Industry .......... §*37 
Wood Worker .........-.-- *77 
Woodworking Digest 

SERED ten eneceeesees *182 
..  * Barre *154 
World Petroleum .......... 43 

SE -vobdass chs 04 €4 > 15,897 

Trade Group 
Air Conditioning & 

Refrigeration News (w.) 

CERFRMAGD wccccccsccscsss 167 
American Artisan ......... 217 
American Druggist ........ 138 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ....... 126141 
Boot & Shoe Recorder 

CURIE ce cnadesccoces 168 
Building Supply News ..... $308 
Chain Store Age— 

Administration Edition 

Combinations .......... *19 

Druggist Editions ....... 118 

General Merchandise— 

Variety Store Editions. . 125 

Grocery Editions ........ 99 
Department Store Economist 72 
Domestic Engineering ...... 146 
Electrical Dealer ........... 44 
Electrical Merchandising 

. ae *208 
Electrical Wholesaling ..... *75 
Farm Equipment Retailing. 66 
Farm Implement News 

TE. aaea shes 8082-4 *170 
Fueloil & Oi] Heat ......... $100 
Geyer’s Tople® ............ 91 
i Vets o deh ip ears o 6 29 
Hardware Age (bi-w.) 1306 
Hatchery & Feed .......... 65 
Hosiery & Underwear 

Fe rrr 146 
Hosiery Industry Weekly... 1163 
Implement & Tractor 

SE bs ae dbbnd sees yon 0 1186 
Implement Record ........ 72 
Industrial Distributio . 191 
a rer eee ee 113 
Jewelers’ Circular-Keystone. 194 
Leather & Shoes (w.) ..... 13897 
Lingerie Merchandising .... 115 

| Liquor Store & Dispenser. .. 27 
BOOED So civ ebecesssticcvece 149 


JANUARY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 
without written permission. Unless otherwise noted, all publications are monthlies and 


1949 
ET SEE ic cubewatedecke $155 
Motor Services ............. 141 
NJ (National Jeweler) 

oe ence 180 
National Bottlers’ Gazette... 84 
National Furniture Review. . 138 
Office Appliances .......... 172 
Photographic Trade News.. 53 
Plumbing & Heating 

_..... ere 63 
Plumbing & Heating Journal 64 
Plumbing & Heating 

a 29 
Poultry Supply Dealer ..... *24 
Progressive Grocer ........ 133 
Sheet Metal Worker ....... 133 
Southern Automotive 

eee 102 
Southern Hardware ........ 86 
Sporting Goods Dealer ..... 346 
I net gs. - 96 
Super Market Merchandising 98 
Variety Merchandiser 

i... a 92 
Wood Construction & Build- 

ing Materialist .......... 76 

aS See 6,480 

Class Group 
Advertising Age (w.) 

IED | wadiinssa. sic #187 

merican Funeral Director. . 66 
American Hairdresser ..... 38 
American Restaurant ...... 82 
Banking (7x103/16) ...... 48 
Casket & Sunnyside ........ 1*53 
Chain Store Age— 

Fountain Restaurant 

Combinations ......... 18 
Cleaning & Laundry World. 50 
Dental Survey ............. 118 
Fountain Service .......... 36 
Hospital Management ..... 65 
Hotel Management ......__. 83 
Hotel Monthly ............ 38 
Hotel World-Review (w.) 

OE ie 13439 
Industrial Marketing ...... 101 
Journal of the American 

Medical Association (w.). %*320 
Laundry Age ............. 81 
Medical Economics 

a dt hs be 92 

odern Beauty Shop ...... 60 
Modern Medicine (semi-mo.) 

|. | >a paippey 130 
Nation’s Schools ........... 50 
Oral Hygiene 

(4 6/16x7 3/16) ......... 102 

taurant Management ... 64 
Scholastic Coach ........... $41 
— eure 

chool Equipment News.. 

School Management ms 

_.  , | ie? ee 16 
What’s New in Home 

eee 80 

i edb y st 2,118 

Export Group 
American Automobile 

(overseas edition) ...... 63 
American Exporter 

(two editions) .......... 413 
American Exporter Indus- 

trial (two editions) ..... 273 
Automovil Americano ...... 72 
Caminos y Calles .......... 27 
Embotellador .............. 31 
Farmaceutico ............. 81 
Hacienda (two editions) 104 
|  — @eseeye 14 
Ingenieria Internacional 

Construccion ............ 62 
Ingenieria Internacional 

Re 82 
McGraw-Hill Digest ....... 18 
Petroleo Interamericano 55 
Pharmacy International 26 
Revista Aerea 

Latinoamericana ........ 11 
Revista Rotaria ............ 8 
Spanish Oral Hygiene 

if, f°, | ae 40 
Textiles Panamericanos 54 

(ee nes ee 1,434 
§Includes a special issue. 

*Includes classified advertising. 

“)7 x 10 units, sold as pages. 

Est mated. 

*Three issues. 

"Five issues. 

‘Does not include advertising in s 


Western section. 


pec ial 


*First issue. Mining Engineering replaces 


Mining & Metallurgy. 


‘Holiday's’ Ad Revenue 
for 1949 Exceeds 1948 


Advertising revenue for Holid:, 
Philadelphia, for the first quaricr 


of 1949 will show a gain of 


65 % 


over the same period in 1948, ic- 
ports Edward C. Von Tress, man:- 


ger of the publication. He 
that the record revenue for 
1949 quarter will total $733 
compared with $444,433 in the 
quarter last year. The space 


says 
the 
*»' 

2 14, 


first 


crease amounts to 17,680 lines. 
Holiday showed an 81% gain (n 


revenue in 1948 over 1947 and 


all of 1948, the revenue amou 


to $3,093,679 as against $1,389, 


in 1947. 


Plans Debutante Drive 


Daggett & Ramsdell, New Yc « 
will run a series of six o ®& 


column ads in Good Housekee 


beginning in April for its D 
utante line of cosmetics, which °¢ 


company makes for Fuller B 


Co.’s distribution. Erwin, Was¢ 


Co. is the agency. 


Hormel Buys ‘Girls Corps’ 


George A. Hormel & Co., Aus' 


ir 
nied 
73 
k, 
pg 


I 


Minn., will sponsor “Girls Corp 
a 30-minute revue featuring an 


girl band, over 204 ABC static 


f 


starting March 5 at 12 noon. Ti 


was bought through Batten, 
ton, Durstine & Osborn. 


Ba’- 
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EASY-FLOWING—General Foods Corp. has been using this commercial for Diamond 
Crystal Salt on various television stations and programs since last summer and it is 
now being used on WLWT, Cincinnati. The picture of the sprite sliding down the 


stream of salt illustrates the spoken commercial, 
tol is... how it stays where it is poured. 
” etc. Benton & Bowles, New York, is the agency. 


your steak... 


“How easy-flowing Diamond Crys- 
.. doesn't bounce and jump around on 


Business Paper Ad 
Volume Drops 5.9% 
in January Issues 


Cutcaco—Advertising in Jan- 
uary issues of business papers 
dropped 5.9%, compared with vol- 
ume of a year ago, according to 
Industrial Marketing’s monthly 
tabulation. Losses were shown in 
all four major classifications, the 
greatest in the export group. 

In all, 239 publications reported 
a total of 25,929 pages of adver- 
tising for the month, compared 
with 27,559 pages in January, 
1948. 

In the largest group, 141 in- 
dustrial publications carried 15,897 
pages, a loss of 3.4% from the 
January, 48, volume, 16,458 pages. 

Trade publications, with 53 re- 
porting, ran a total of 6,480 pages 
last month, compared with 6,983 
pages, a 7.2% decline. 

In the class group, 27 publica- 
tions were off 6.9% in volume. 


January issues carried 2,118 pages, 
compared with 2,276 pages a year 
ago. 

Eighteen export publications 
ran 1,434 pages, 22.2% less than 
the 1,842 pages of Janauary ’48. 


Cochrane Buys ‘Record’ 


Edward C. Cochrane, editor and 
publisher of the Daily News-Times, 
Neenah, Wis., has purchased the 
Record, Menasha, Wis., from Ira 
H. Clough, who is retiring. The 
Record will continue to be pub- 
lished in its present form from its 
present address, 418 Racine St. 


WILM Names Bolling 


Bolling Co., New York, has been 
appointed to represent WILM, 
ABC’s affiliate in Wilmington, Del., 
by its new owner, Hawkins Broad- 
casting Co. 


Ashby Joins Will Agency 


John A. Ashby, formerly an ac- 
count executive of Lee Donnelley 
Co., Cleveland, has joined Will, 
Inc., Cleveland agency, in a simi- 
lar capacity. 


lt Adds up 
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98.°% city 


zone families 


ze’ , read the Lvening News 


when you sel/ 
these News Readers 


= you sell the WHOLE 
1.) BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 


KELLY-SMITH CO., National Representatives 
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Ambassador 
BOARDWALK 
EAL 

Admission FREE 
3 10 10 eM. 


THERE WILL BE 5 MILLION PEOPLE ON THE BOARDWALK AT ATLANTIC CITY 
BETWEEN JULY Ist and SEPTEMBER 7th, according to estimates. = 


STEP RIGHT THIS WAY! 


We'll tell you what we're going to do — This is the chance 
you've been looking for, to show and sell to millions of upper 
level buyers this summer. More than 90% of this greatest 
group of buyers to be assembled this summer are from East 
Coast towns and cities. 


Kirhehy Hotels Magazine’ 


is Sponsoring 


Booth space for you at The Ambassador Boardwalk Fair is 
part of what you get when you buy three powerful pages in 
Kirkeby Hotels Magazine to run in the June, July and August 
special Fair issues. At this price or any price, where can you 
get such circulation combined with exhibiting and selling right 
to so vast and important an audience. So, hurry — hurry — 
hurry—space is limited—write or call for descriptive bulletin 
and details. 


t The Ambassador is inerores 


hotel on the Atlantic City Boardwalk. 


— 

hirheby Hotels Magazine is distributed 
in the eleven Kirkeby luxury hotels and to impor- 
tant people here and abroad. It is a magazine of 
top rank in art, pictorial and editorial content. 
Now in its third year with a growing group of 
appreciative and enthusiastic readers. 


HOTEL PUBLICATIONS, 
Publishers of 


hirheby Hotels Magazine 


Circle 7-2700 


65 WEST 54th STREET +: NEW YORK 19, N.Y. ° 
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The most important magazine in 
i a most important magazine field 
‘ More pages of editorial material in every issue than any 


7 other magazine in its field—that’s another reason why 
' Popular Mechanics also is: 


First in circulation, first in advertising linage, first in 


advertising revenue, first in advertising results. And only 
Popular Mechanics has demonstrated the quality and 
stability of its audience by raising its per-copy price to 
a 35 cents (November, 1948) with no circulation loss. 


* * * 


@ 't pays to put Popular Mechanics on 
your schedule. Your advertising gets more 
readers per thousand circulation in Popular 
; Mechanics because our readers—having 
the “P.M. Mind’”—read ads deliberately. 
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Acvertising Age, February 14, 1949 


PHOTOGRAPHI 
REVIEW 
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MEMENTO—Sidney R. Bernstein, second from left, editor of Advertising Age, ad- 
mires a certificate given him by the Advertising Club of the Columbus Chamber of 
Commerce following a meeting at which he spoke. Left to right are Nick Popa, Byer 
& Bowman Advertising Agency; Mr. Bernstein; Al Hedrick, Harry Miller Advertising; 
Pau! Kelly, Kelly & Lamb Advertising Agency, and Gus K. Bowman, Byer & Bowman. 
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PLAN SPRING PUSH—Discussing Gold Seal Co.’s Glass Wax ad plans, which in- 
clude entering 134 new markets starting with full-page newspaper ads, are (left to 
right): Leo Dinesen, merchandising manager, and Harold Schafer, president of 
Gold Seal, and Ray O. Mithun, president of Campbell-Mithun, the company’s agency. 


The spring drive includes pages in Family Circle, Life, Woman’s Day and 344 news- 
papers, as well as part of the Arthur Godfrey Talent Scouts on 166 CBS stations. 
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START FIFTH YEAR—Otto Soglo’s cartoons, which have worked for Boss Mfg. Co., 

Kewe nee, Ill, since 1945, will be at it again as the campaign continues in a dozen 

busin -ss papers during 1949. The treatment was adopted to lighten the scarcities 

Story and was carried over because of favorable dealer response. The account is 
handled by Howard H. Monk & Associates, Rockford, Ill. 


HU LE—Helding a last minute conference before participating in American Market- 

"© \ssociation’s panel discussion on television in New York are left to right: Re- 

ver C. E. Hooper; Leo Handel, Metro-Goldwyn-Mayer; Jay Joslyn, radio’s “Mr. 

Py «5 Paul Raibourn, Paramount, and Lawrence Roehsler, Moloney, Regan & 
Schmitt. 


NEWSWEEK PUBLISHER—Theodore F. 
Mueller, who joined Newsweek as gen- 
eral manager and became vice-president 
in 1938, has been appointed publisher. 
Malcolm Muir continues as president and 
chairman of the editorial board, and 
Vincent Astor remains as chairman of the 
board of directors. 


‘CIRCLE SEAL’—Sherwin-Williams Co., 
Cleveland, is marketing Kem-Glo, _ its 
latest home paint product, in this new 
Circle Seal container, perfected by S-W 
packaging experts. It consists of a flat 
gripper-type lid with a ring seal cap. 


ADVERTISING IN INDUSTRY—Ned Ster- 
ling, production manager of Batten, 
Barton, Durstine & Osborn, and Mary 
Elizabeth At Lee, men’s advertising man- 
ager of Desmond’s and president of the 
Los Angeles Advertising Women, Inc., go 
over plans for the ‘Advertising in In- 
dustry” conference series, which is being 
held in the KMPC studios Wednesday 
evenings for 12 weeks. 
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WHAT SNOW?—The All-Year Club of Southern California launches its 1949 cam- 

paign with this full color page which emphasizes the “dry subtropical climate that 

makes one season just as much fun as the next.” The ad is scheduled for Holiday, 
Look, National Geographie and The Saturday Evening Post. 


CALIFORNIA SCENE—When Hugh Hitchcock, advertising director of Packard 
Motors, in sled, visited Los Angeles recently, executives of Earle C. Anthony, Cal- 
ifornia Packard distributor, arranged this greeting as an answer to his jibes about 
the “unusual” snowfall in January. He was met at the plane by four characters 
in parkas, a team of huskies, and several St. Bernards carrying rum casks. Shaking 
Mr. Hitchcock’s hand is Roy Spencer, vice-president of Earle C. Anthony, and second 
from the left is George Wagner, southern California manager for Anthony. The 
other men are dog handlers. 


A LOOK AHEAD—Cleveland Adciubbers register fascination as Dr. Jones; J. J. Griffin, Outdoor Advertising, Inc.; Dale Wylie, 
Dr. Hilton Ira Jones, of Hi-Zone Laboratories, Wilmette, Ill., Iron Fireman Mfg. Co.; Marvin Hicks, U. S. News; Harry Lance, 
spreads out his wores to illustrate his talk, “Peeps at Things to Beaumont & Hohman; Daniel Fisher, Turner Printing Machinery 
Come,” at the Feb. 2 luncheon meeting of the club. From ex- Co.j Cecil B. Whitcomb, Macklin Operated, Inc., and Cloyd 
treme left are; Grant Stone, ad director of the Cleveland Press; Schleiger, McCann-Erickson, 
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s WE CAN QUIT WORRYING WILMER. % 
| JUST SIGNED A LEASE FOR GASOLINE ALLEY 
BEGINNING MARCH 27 IN 


Hamm Starts ‘Life’ 
Series of Lessons 
on Sports, Hobbies 


Str. Paut—Brewers may seem by 
now to have run the full gamut 
of themes and copy techniques for 
their beers and ales, but Theo. 
Hamm Brewing Co. is launching 
a new campaign for its beer in 
Life with a new and different 
treatment. 

The series of 13 full-color in- 
sertions, starting in the Feb. 21 
issue, will feature “Here’s how” 
lessons on photography, sports, 
hobbies and gardening, with skiing 
the first subject covered. 

The initial ad contains half a 
dozen black-and-white photo- 
graphs on the right half of the 
page, showing shots of Dick Dor- 
rance, famous skier, taken at As- 
pen, Colo. Below these are two 
black-and-white photos of vaca- 
tioners enjoying Hamm’s beer at 
the resort, and a full-color illustra- 
tion fills the left half of the page. 


- RETAIL DISPLAY ADVERTISING 


1948 3,965,671 Lines 
1947 3,325,529 Lines 
(A Gain of 640,142 Lines) 


AUTOMOTIVE DISPLAY ADVERTISING 
1948 725,675 Lines 
1947 598,595 Lines 

(A Gain of 127,080 Lines) 


FINANCIAL DISPLAY ADVERTISING 

1948 350,409 Lines 

1947 345,962 Lines 
(A Gain of 4,447 Lines) 


CLASSIFIED ADVERTISING 
1948 4,620,808 Lines 
1947 4,387,438 Lines 

(A Gain of 233,370 Lines) 


in the South— 


TOTAL ADVERTISING 
24,387,803 Lines 
21,050,035 Lines 


1948 
1947 


(A Gain of 3,337,768 Lines) 


es ae oe P eo riage 
ae ee te mee eg) nein 
PEE ig era et ee. es eatin pote 


goods most effectively. 


1948 14,689,572 Lines 
1947 12,376,460 Lines 1948 was the 
(A Gain of 2,313,112 Lines) 


cnansmavwvmme | BIGGEST YEAR 


in The Atlanta Journal’s History 


—with the largest volume of advertising 
ever carried by any Atlanta Newspaper: 


24,307,003 


LINES PUBLISHED IN 1948 


ADVERTISERS, large and small, have learned through 


experience that advertising in The Journal sells their 


For 38 consecutive years, The 


Journal has carried more advertising linage—and pro- 
duced more sales suecesses—than any other Atlanta 
newspaper. That's why Atlanta stores buy adequate 
space in The Journal before they figure on any other 
medium. The most important factor behind The Journal's 
dominance in advertising is its circulation—the largest 


247,108 Daily 302,075° Sunday 


The 


Atlanta Zournal 


“Covers Dixie Like the Dew” 


Hamm Brewing has also begun 
extensive use of outdoor Scotch- 
lite highway signs throughout the 
country. It has used the illumina- 
ted signs in California previously. 
Hamm is also using 24-sheet 
posters, with copy featuring dif- 
ferent foods with Hamm’s beer. 
In addition, newspapers and radio 
spots, variety shows and sports- 
casts will be used in selected mar- 
kets. 

Point-of-sale aids this year will 
again include posters of baseball 
home game schedules (in 140 
cities). Reprints of the Life ads 
will be distributed through the 
company’s 400 wholesalers. 

Hamm recently completed a 
large-scale newspaper campaign 
of editorial-type ads announcing 
completion of a $6,000,000 ex- 
pansion program at its 20-acre 
St. Paul brewery. Campbell-Mith- 
un is the agency. 


MILLER HIGH LIFE 
GETS NEW THEME 

MILWAUKEE—Featuring the 
theme, “A Toast to You with the 
Champagne of Bottle Beer,” Miller 
Brewing Co. in an expanded 1949 
advertising campaign is using large 
Kodachrome illustrations showing 
typical Americans in various sit- 
uations. 

The first shot in a series of four 
shows a group in a living room 
toasting the burning of the mort- 
gage in the fireplace while the 
Miller “girl in the moon” stands 
by ready to serve more Miller 
High Life. 

The opening schedule for the 
four color ads is being launched 
this month in Elks Magazine, 
Kirkeby Hotels Magazine, The 
New Yorker and Time. Other full- 


color insertions will be made at! 


HALF IN COLOR—This is the first o: 13 

“How to” ads that Theo. Hamm Brewing 

Co., St. Paul, will run in Life this yor. 

Left half of page is full color, ight 

half is black and white. Campbell-Mi:hun 
is the agency. 


regular intervals later in the year 
in American Legion Magazine 
American Magazine, Collier’s, Cue, 
Eagles Magazine, Field & Stream 
Holiday, Life, Sports Afield and 
True. 


a The Miller “girl in the moon’ 
has been brought down to earth 
this year, according to Roy J 
Bernier, Miller advertising man- 
ager and director of public re- 
lations, to play an important role 
in promotions. He said she will be 
starred on 24-sheet posters and in 
business papers. She also _ wil! 
travel throughout the nation, act- 
ing as official hostess for ithe brew- 
ery at conventions and large expo- 
sitions. 

Klau-Van Pietersom-Dunlap As- 
sociates here is the agency. 


High surING In 


Makes 
Worcester 's/ 


Worcester, the heart of Central New England, 
grows in major market stature. In the 100,000 
to 249,999 city population group, Worcester 
ranks 10th out of 69 in effective buying income 


with a total of $317,689,000, * 


an average of 


$5,304 per family and 23.1% above the 
national average. High buying income also 
spreads to the entire Worcester Market, where 
the average family has $4,923 to spend, 14.2% 
above the national level. # 


This huge purchasing power is completely 
available to the promotion of your product in 
the pages of the Worcester Telegram-Gazette 
— daily circulation in excess of 140,000. Sunday 
circulation over 100,000. 

Sources: *Sales Management November 10, 1948. 
#Copr. 1948, Sales Management Survey of 
Buying Power; further reproduction not licensed. 
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Hair Queen Dryer 
Cap Bows in L. A. 


os ANGELES—Hair Queen Dryer 
c.» Corp. will introduce a new 
ty e of heatless hair dryer here 
th: month, backing it up with an 
in'ensive four-week promotion 
us ng newspapers and radio. 

he company has “spotty” na- 
tional distribution for the dryer it 
has been selling since May, 1948. 
The product is being introduced on 
a market by market basis. 

Hair Queen is a cap, available in 
a variety of patterns, which dries 
the hair by means of the hygro- 
scopic action of a mineral absorb- 
ent encased in a fabric. No heat, 
chemical or electrical attachments 
are necessary. 

Advantages claimed are that 
women need not sit under heat 
blowers or wait long hours for 
hair to dry after washing; using the 
cap the wearer may follow her 
normal routine. Drying time varies 
with types of hair but most will 
dry within an hour. 


s Advertising here will break with 
a full page in the Los Angeles 
Times, followed by one-eighth 
page insertions the next three 
weeks. Ads will be of the editorial 
type. 

In the second week, the Exam- 
iner will carry a page followed by 
two one-eighth pages. The News 
will carry a page the third week, 
and the Mirror on the fourth. 
Each of the latter will run one one- 
eighth page as a follow-up. 

Radio advertising will include 
participation on the Peter Potter 
Platter Parade on KFWB. Featured 
will be a four-week contest asking 
for letters of 25 words or less on 
‘I like Hair Queen because...” 
Ten winners will be awarded new 
Easter outfits. 

Dependent upon the success of 
the promotion, the new Hair Queen 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
cuestions. It is strictly “how 
to do it” all the way through 
~~a practical 182 page cloth 
found guide you will find 
¢ sential. 


C «DER YOUR COPY TODAY—$2. 


Al VERTISING PUBLICATIONS, INC. 
10) E. Ohio St. Chicago 11 


Fi. IN AND MAIL THIS COUPON 
TODAY 


ertising Publications, Inc. 
922 
E. Ohio St., Chicago II, Ill. 


é | 
. | 
| 
© \tlemen: | 
? | 
; | 

| 


(EY TO PROFITS 
| 
; 


ase send me copies of ‘Successful 
es Training.’ Enclosed is $_____. 
N ome 


will be introduced in the East, 
market by market. Magazine and 
trade paper space is planned for 
the fall after effective distribution 
is obtained. J. M. Strauss & Co. 
here is handling the promotion. 


Bell System Develops 


New Radio Relay Tube 

Scientists of Bell Telephone 
Laboratories, New York, have per- 
fected a new electron tube which 
will step up the television program 
capacity of video relay links. 

The tube is expected to be put 
to use first in the New York to 
Chicago microwave system under 
construction by the Bell System 
for telephone and television hook- 
ups. This development will enable 
this relay to handle many more 
frequency channels than the New 
York to Boston system now in op- 
eration. 


McGraw-Hill Promotes Davis 

R. W. Davis, former assistant 
sales manager of Coal Age and 
Engineering & Mining Journal, 


New York, McGraw-Hill publica- 
tions, has been appointed sales 
manager of the two publications. 


Set Negro Newspaper Week 


The seventh annual observance 
of Negro Newspaper Week will be 
held this year from Feb. 27 to 
March 5. A 15-minute broadcast 
on NBC Feb. 16 will launch the 
observance, which may include an- 
other network broadcast and will 
include many local ceremonies. 


Joins Rehbock-Hollinger 


Robert M. Rehbock, formerly as- 
sistant to the president of Loewy 
Advertising Agency, has joined 
Rehbock-Hollinger Advertising, 
New York, as an account execu- 
tive. 


Joins Aikin-McCracken 

Robert E. Goodson is closing his 
office, Robert E. Goodson Adver- 
tising, Toronto, to join the execu- 
tive staff of Aikin-McCracken, 


Toronto agency, as vice-president. 


Katz Heads San-Nap-Pak Berner to 


Emanuel Katz, vice-president 


Leave Zift-Davis 


55 


George Berner, vice-president in 


and sales manager of San-Nap-|charge of sales and advertising of 
Pak Mfg. Co., New York, for the | the Ziff-Davis Publishing Co., Chi- 


past 


15 years, has, been elected |cago magazine and book publish- 


president and a director. Before|ing house, is resigning, effective 
joining San-Nap-Pak (maker of | May 1. He has been with the com- 
Doeskin paper tissue products), he | pany for the past nine years. His 


was vice-president and sales man- | 


ager of Vadsco Corp. nounced. 


future plans have not been an- 
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In offices where decisions that shape America’s way of living are made, you find 


Hammermill’s Cockletone Bond today. More and more industrial planners find that this 


handsome paper has the “heavy” quality feel, the crisp crackle to lend the 


right impressiveness to their business messages. 


Examine this fine new accomplishment of modern papermaking for yourself. Then 


consider appointing it your business representative. Its moderate cost will surprise you. 


THE FINEST LETTERHEAD PAPER 
BY HAMMERMILL CRAFTSMEN 


SEND THIS COUPON NOW... for Cockletone Bond 
portfolio containing specimens of good modern 


EVER PRODUCED 


letterhead 
you'll find 


praising, im 


designing your own letter- 
head. Also sample book of 
Cockletone Bond. 


design which 
useful in ap- 
proving or re- 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


portfolio and sample book. 


Name 


Position 


(Please attach to, or write on, your business letterhead) aa-2-14 
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Please send me — FREE — the Cockletone Bond | 
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89,156 TV Sets in Chicago 


The Electric Association of Chi- 
cago reports that there were 89,156 
video sets in the Chicago area as 
of Dec. 31, based chiefly on sales 
reports of 21 set manufacturers to 
a Chicago accounting firm. Pre- 
vious estimates put the figure at 
only 40,000 to 50,000. 


Gardner Adds Two Accounts 


Vacuum Candy Machinery Co. 
and Racine Confectioners’ Ma- 
chinery Co., New York, have ap- 
pointed Fred Gardner Co., New 
York, to handle their advertising. 


Sign Association 
to Continue Limited 
Promotion Program 


Cuicaco—The National Electric 
Sign Association members who 
met in Chicago during the first 
week of February displayed a defi- 
nite desire to stimulate an under- 
standing and appreciation of the 
value of identification signs among 
architects who design stores and 
the merchants who occupy them. 

Although the association is limi- 


5,000 W 
1420 Ke, 


47 Kw. 
103.7 Me, 


“ FM 


the No. 1 Network 


WOC advertisers reach the biggest 
and richest industrial center between 
Chicago and Omaha, Minneapolis 
and Sc. Louis . . . get extra coverage 
of the prosperous Iowa-Illinois farm- 
ing area on WOC-FM without addi- 
tional cost. With complete duplica- 
tion both stations deliver the entire 
NBC Network schedule and local 
programs to this rich farming area. 


Col. B. J. Palmer, President 
Ernie Sanders, Manager 
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ted by a small budget, a substan- 
tial portion of the meeting was de- 
voted to ways and means of ef- 
fectively setting up an industry- 
wide promotional program. 

Members agreed to continue dis- 
tribution of direct mail pieces pre- 
pared by the association head- 
quarters. In addition, the group 
will seek to “sell” an understand- 
ing of the merits of signs to archi- 
tects, with the object of persuad- 
ing them to work with local sign 
companies in designing proper 
support for signs to be used. 

Total registration at the con- 
vention was 1,845, about 600 above 
that of last year. 

Jake C. Allen of Southern Neon 
Displays, Atlanta, was elected 
president for 1948. Ludwig Trinaj- 
stich, Luminart Neon Co., Los An- 
geles, was elected vice-president, 
and Harry H. Brown, Federal 
Enterprises, Chicago, was named 
secretary-treasurer. 


Fullerton and Coffey Join 
Geyer, Newell & Ganger 


John S. Fullerton, former New 
York manager of Harrington, 
Whitney & Hurst, San Francisco 
agency, and John S. Coffey, for- 
mer assistant account executive 
and assistant research director, 
have joined the executive contact 
department of Geyer, Newell & 
Ganger, New York. 

Prior to his association with 
Harrington, Whitney & Hurst, Mr. 
Fullerton was assistant advertising 
manager of American Home Foods. 
Mr. Coffey was in sales and mar- 
keting research with Campbell 
Soup Co. before the war. 


Buys Empire Mailing 

Henry Sullivan has purchased 
the Empire Mailing Co., Spring- 
field, Mass., mail advertising 
house, from Richard D. Brooks, 
owner for the past 14 years. 


Stensgaard Names Witalis 

Edmond Witalis, formerly art 
director of Cosmopolitan, has been 
appointed head of the creative de- 
partment of W. L. Stensgaard As- 
sociates, Chicago. 


‘Scrubbed’ Gasoline 
Makes Appearance 
in Denver Area 


Denver—‘“Scrubbed gasoline, 
developed by Universal Oil Prod- 
ucts Co., Chicago, made its first 
appearance last week when Fron- 
tier Refining Co. of Cheyenne, 
Wyo., broke a regional campaign 
featuring the new product. 

Frontier, working with Univer- 
sal, is the first licensed refiner in 
the nation to advertise the new 
Unisol method of treating gasoline 
which will be promoted as remov- 
ing harmful impurities by passing 
the gasoline through a 17-chamber 
plant, each chamber of which con- 
tains a “scrubbing” solution, ac- 
cording to Joe T. Tracey, Frontier’s 
advertising manager. 

The Frontier test on “scrubbed 
gasoline” will be followed by na- 
tional expansion of the Unisol pro- 
cess, Mr. Tracey indicated. “From 
a marketing standpoint,” he said, 
“the process looms as a valuable 
means of giving the small refiner 
an advantage to compensate for 
the sheer size of the big oil com- 
panies.” Actually, the Unisol pro- 
cess is reportedly used by other 
oil companies, large and small, 
but none has thus far promoted it 
under the Unisol or “scrubbed gas- 
oline” labels. 


” 


a Copy explaining the technical 
aspects of Unisol will be carried 
in 43 daily and weekly newspapers 
and farm magazines, and radio 
spots and point-of-sale display ma- 
terial will also be used. 

The first of three newspaper 
schedules calls for eight ads rang- 
ing down from 1,512 lines, and 
concentrated in Denver, Cheyenne 
and Scottsbluff, Neb. The second 
schedule covers out-state papers 
with smaller ads, and the third 
will be a five-paper follow-up. 
Included on the list are the Denver 
Post, Rocky Mountain News, 
Pueblo Star-Journal and Chieftan; 


A woman’s interest in household equipment is never as 

vital and varied as a mother’s. And a mother initiates new 
brand preferences in home needs that are reflected 

in additional sales years later. America’s mothers in 

families with children buy more home products and equipment 
each year than all other customers combined! 
Porenls’ Magazine 

52 Vanderbilt Avenue, New York 17, New York 
Atlanta e Boston e Chicago « Los Angeles « San Francisco 


through. 
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SCRUBBED—One of the ads in the re. 

gional promotion of Frontier Refining Co, 

which featured the Unisol process of 

“scrubbing” gasoline to remove impur. 
ities. 


Colorado Springs Gazette-Tvle- 
graph; Scottsbluff Star-Herald: 
Journal, Rapid City, S. D.; Trib- 
une-Herald, Casper, Wyo., and 
Cheyenne Tribune and Eagle. Copy 
was prepared by Mr. Tracey and 
Harvey Blankenship, advertising 
manager of Universal Oil Products 


a The advertising budget will! be 
worked out on a gallonage basis, 
generally on a 50-50 cooperative 
basis with dealers, with 40% going 
to newspapers and 30% for radio. 
In addition, Western Farm Life is 
carrying three 240-line ads, and di- 
rect mail, “Rarin’ To Go,” Fron- 
tier’s house organ, with a circula- 
tion of 10,000, represent other me- 
dia. Bob Betts Agency, Denver, is 
placing the advertising. 

Frontier also pioneered the cata- 
lytic cracking process of making 
high test gasoline several years 
ago by introducing 87 Research 
Octane to the Rocky Mountain 
area before the larger companies 
put it on the market here. 

The success of Frontier’s alert 
merchandising is attested to by 
the fact that production of the in- 
dependent has increased from a 
“throughput” (processing of crude 
oil) of 1,275 barrels in 1940 to 
11,000 barrels daily currently. 
Total Frontier production of gas- 
oline in 1940 was 7,576,000 gallons; 
in the year which ended May 31, 
1948, it was 56,500,000 gallons. 


Bobbett Advertising Elects 
Julian Kirk President 


Julian A. Kirk, vice-president, 
has been elected president of 
Bobbett Advertising Services, [nc., 
Dallas. He has 
been making his 
headquarters in 
Houston, but will 
now divide his 
time between 
Houston and the 
executive offices 
in Dallas. Mr. 
Kirk joined the 
company a year 
ago as vice-pres- 
ident. 

Bobbett Adver- 
tising has trans- 
portation advertising franchis 
Houston, Fort Worth, Galve- ton, 
Austin and Laredo, Tex. Exter 3102 
of services in the South and So | 
west are planned. Meanwhile 
erations in West Virginia, Inc an 
and Kentucky will be dis 
tinued. 


Julian Ki« 


5 in 


Brown Issues Annual Guid 


E. H. Brown Advertising A ‘ 
cy, Chicago, has published 
“1949 Advertisers Rate and 
Guide,” a 52-page listing of 
circulation, closing and _ iss! 
dates for general, farm, mail 
and direct selling maga: 
Newspaper display rates in 
of 250,000 population or moré 
rotogravure section rates als‘ 
listed. In addition, classified a 
formation on all leading n 
papers has been tabulated. 
guide is available free to ac ! 
tisers. 
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PR Aides Urged 
to ‘Become Good 
Business Men’ 


New YorK—Management has 
the right to expect that its public 
relations people will become good 
business men, will have initiative 
and imagination, and courage and 
conviction, John L. McCaffrey, 
president of International Harves- 
ter Co., told the NAM-sponsored 
conference of public relations ex- 
ecutives here. 

Since public relations men have 
“taken all of business and indus- 
try’ for their field of action, Mr. 
McCaffrey said, knowledge of 
business is essential. Among the 
types of knowledge he thinks are 
needed are nature and formation 
of capital, corporate financial 
policy, employment and preserva- 
tion of capital, and history of in- 
dustry and organized labor. 

For a particular company, his 
employer, the public relations man 
should know “the problems, the 
operations, the past record, the 
products and the services of your 
company as a doctor knows the 
human anatomy.” 


s Management has a right to ex- 
pect that “public relations people 
will be more than just specialists in 
expression who have been attached 
to the company but are not really 
part of it...to expect you to be- 
come good business men... to have 
you know more about the system 
in which you work and the com- 
pany of which you are a part...” 

Public relations people should 
have initiative and imagination, 
he said, commenting that “There 
seems to be fashions in it—if one 
company tackles a community re- 
lations problem by holding an open 
house, many other companies im- 
mediately rush to hold open 
houses.” PR men should be self- 
starting, and should not need to 
have a problem pointed out to 
them, he declared. 

He urged public relations men 
to be honest and candid, saying: 
“Your management is entitled to 
your actual opinion, whether or 
not it happens to be the general 
opinion. You won’t always prevail, 


but that shouldn’t worry you. No}, 


one wins all the time.” 

He warned the group that cover- 
ing up failures and errors is wrong; 
“I don’t believe we can go to the 
public with a story of unbroken 
success. We can’t do it because 
everyone in the world knows that 
is not true.” 


Rootes Plans Canada Drive 


An extensive campaign is being 
launched this month in Canada for 
the Hillman Minx Magnificent, 
one of the three cars being in- 
troduced by the Rootes Group of 
London, England. Newspaper ad- 
ver\ising will appear in a wide list 
of jailies across the Dominion, 
Con’ inuing until June. Full-page 
cok. ads in a number of national 
aazines will supplement the 
ne\ spaper campaign. Other Rootes 
Aut nobiles—Sunbeam-Talbot and 
he Humber Hawk, and a com- 
mer ial car, the Commer Express 
Deli ery, will be promoted at a 
vate’ date. J. J. Gibbons Ltd., 
or nto, is the agency. 


rer si-Cola Names Goetz V.P. 
“ bert J. Goetz, assistant vice- 
rx ident in charge of the adver- 
‘Sig department of Pepsi-Cola 
© New York, for several years, 
la been elected a vice-president 
ie company. Mr. Goetz joined 
€ si-Cola in 1939 as assistant ad- 
€ ising manager, becoming ad- 
© ising manager five months 
a 


's Bill Larkin to Staff 

liam H. Larkin has joined 
h Detroit staff of Metropolitan 
PL lay Newspapers. 
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Hardman Quits Greene Posi 


Eric H. Hardman has resigned 
as sales manager of the specialty 
division of L. R. Greene Ltd., 
Toronto, to devote his time to his 
own business, Eric H. Hardman 
Ltd., Toronto. His company 
specializes in technical sales ser- 
vice, screen printing, plastic fab- 
rication, etc. Mr. Hardman has 
purchased the business of Molded 
Packages Sales. 


Arrow Armature to Franklin 


Arrow Armature Co., Brighton, 
Mass., manufacturer of generators, 
starters, field coils and armatures, 
has named Franklin Advertising 
Service, Boston, to handle its ad- 
vertising and publicity. 


Hilton Appoints Peck 


The farm division of Peck Ad- 
vertising Agency, New York, has 
been appointed to direct the ad- 
vertising of Hilton Co., Cambridge, 
Mass., manufacturer of egg graders 
and candlers. 
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Names Brisacher, Wheeler 


Gadget Guild of America has 
appointed the Los Angeles office 
of Brisacher, Wheeler & Staff to 
handle its advertising. The guild 
is associated with the Gadget of 
the Month Club. Radio and black- 
and-white newspaper space will 
be used. Gadgets will be gift 
packed singly ,and in various 
quantities to sell for $1, $5, $10, 
$25, $50 and $100. 


Appoints Runkle Agency 


Lowe Runkle Co., Oklahoma 
City, has been named to handle 
the advertising of the Oklahoma 
Publishing Co. This includes the 
Daily Oklahoman and Oklahoma 
City Times, Farmer Stockman and 
Station WKY. 


Hunter Appointed A. M. 


George V. Hunter, formerly pro- 
motion manager of the News, 
Charlotte, N. C., has been ap- 
pointed advertising manager of 


Radiator Specialty Co., Charlotte. 


Now Brooks-Pollard 

Robert H. Brooks Co., Little 
Rock, Ark., agency, has changed 
its name to Brooks-Pollard Co., 
following the addition of Al Pol- 
lard as junior partner. Mr. Pollard 
has been with the agency for the 
past four years as account execu- 
tive. 
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ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and 
Foreign Seante es — Astronomical and 
Astrological Dato, Weather Forecasts, 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


540 N. MICHIGAN AVE. 


gree 


111 E. DELAWARE ST 


“ 


a* 
185 N. WABASH AVE. 410 N. MICHIGS 


reach TWO 


age! It actually 


Times - Picayune 


M & E 260,743 


Milline Rate 


as low as 


1.83M&E 


When you follow the dominant 
morning Times-Picayune with the 
productive evening States, you 
ready-to-buy au- 
diences with ONE low-cost cover- 


money per reader to advertise in 
the morning-evening combination 


States than'in any other combina- 
tion of media in New Orleans, the 
South's Greatest Market. 


* 


N. O. Families 
181,100 


Combined City Daily 
181,282 


Sunday City 
152,330 


TOTAL CIRCULATION 


costs you less 


New Orleans 


Sunday 272, 693 


1.82 Sun. 


More for Your Money With This 


MORNING 


SUNDAY 


e New Olea TIM ES-PICAYU NE and STATES 


% EVENING | 


OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS FM — REPRESENTATIVES: JANN & KELLEY, 


INC. 
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Maple Leaf Broadcasting 
Names Copps, King. Stock 
Victor Copps and Willard King 
have been named account execu- 
tives in the sales division of Maple 
Leaf Broadcasting Co., Hamilton, 


Ont. Mr. Copps was formerly 
sports editor and Mr. King, an- 
nouncer on Stations CHML and 
CHML-FM, Hamilton, owned and 
operated by Maple Leaf. 

Edward S. Stock has been ap- 
pointed assistant manager of 
CHML. He has been associated 
with the station for five years as 
audience promotion director. 


Names Brisacher, Wheeler 

Granadaisa Foods, Inc., New 
York, has appointed Brisacher, 
Wheeler & Staff, New York, to 
handle advertising on imported 
Portuguese sardines. 


——BURBANK, CALIF.—— 
Population 76,681 
WHAT A MARKET! 
RETAIL SALES 
21% OVER '47 
Biggest Gain in Los Angeles County 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 


Bantam Builds Book 
Sales on Research 


Pilot Towns, 10-Day 
Checks Determine Plans 
of Mammoth Publisher 


New YorK—When Bennett Cerf 
was finding in paper-backed books 
the bonanza of 1948 (AA, Jan. 17), 


ihe neglected to say that one of 


the reasons for their success is 
shrewd application of merchandis- 
ing techniques. 

Bantam Books, for instance, 
uses a system of pilot city tests 
and ten-day sales tests to deter- 
mine sales potentials of a book, 
and to calculate the problem of 
when to reprint. 

In this respect 25¢ publishers 
vary from their more elegant 
brethren. They vary in another 
important respect: Most book- 
selling is a combined operation, 


You 


can sell more 


when you have 
America’s No. 1 
magazine for boys” 
pulling for you! 


*No. 1 in linage 


reading audience 


The|national magazine for buys — published by The Boy Scouts of America 


in which the responsibility for 
a book’s successful sale is divided 
between its publisher and the 
booksellers. 

Bantam’s sales strategy leaves 
little to the dealer. The company 
determines his allocations and 
what titles he will carry. Curtis 
Publishing Co.’s field force (Ban- 
tam is distributed by Curtis, and 
Curtis is a major stockholder) 
checks dealers, using the “red fig- 
ure” system—similar to “low 
limit” inventory control—and 
brings the dealer’s stock up to par. 


a Thus Bantam is completely-re- 
sponsible for its editorial selection, 
for which of its products are 
available, and for sales on the 
stands. ° 

For the past two and one-half 
years, it has developed a system 
of testing, which in rough outline 
works like this: 

A new group of books is tested 
in nine cities. Bantam receives 
from Curtis a complete report, 
dealer by dealer, of how the titles 
sold under test. The nine cities— 
Albany, Buffalo, Dallas, Reading, 
Milwaukee, Pittsburgh, Washing- 
ton, Omaha and Hartford—were 
picked for Bantam by Curtis as 
being representative cities for 
magazine sales. 

A book’s performance in the test 
towns is the basis for allocation 
of books to dealers; additional 
sales and readership are simply 
forced by shipping more books to 
dealers. 


a “Dealers” in the paper-book 
lexicon are not to be confused 
with the staid book trade. Bantam 
Books are sold by approximately 
75,000 outlets. An initial print or- 
der for a book will range between 
250,000 and 400,000 copies: 4 
print is usually 250,000 copies. 
Following the test, the books are 
then subject to a ten-day checkup 
in 22 cities. In these cities—At- 
lanta, Baltimore, Boston, Chicago, 
Cleveland, Denver, Grand Rapids, 
Kansas City, Los Angeles, Mem- 
phis, Miami, Minneapolis, Oak- 
land, Providence, Rockford, San 
Antonio, San Francisco, Scranton, 


ip pting 4 


| ROBERT.NATHAN 


A BANTAM. BOOK 


COMPLEIE AND URAPRIDGED A BANTAM B@OK 


COMPLETE AND UNABRIDGED 


Say FOUND LOVE IN CENTRAL Pane 
MORE 


ROBERT NATHAN 


PACKAGING—Sometimes a book's sales improve with a new cover. Here are the 
first and revised covers for “Babbitt and “One More Spring,’’ Bantam books. 


s Is Cl 
Seattle, Springfield, Ill., St. Louis, 10-day 6-month 
Scandals of Clochemerle 68% 100% of g 
and Waterbury, Conn.—the sales | $¢a" Pearl ‘ . 35% 100% Wi can 
i ion. Only the Goo 6 % 
pie, is charted for the nat Fabulous Clipjoint 42% 100% bac! 
This ten-day check shows veloc- | Love Is the Winner 31% 10% Tl com 
ity rate, but measures only im- |™ama’s Bank Account 24% 68% . 
pulse buying; there is no “word- At this point, “Scandals” had ies 


of-mouth” promotion to spur book} been reprinted twice, and Stein- 
sales. Yet its accuracy is surpris-| beck’s “Pearl” once. “Love Is the “4 
ing. An estimate on a group of 16| Winner” is a romance, and Ban- @, A 
titles once proved accurate within|tam now knows that romances @ ..,,, 


5,000 copies for national sales. | Start slowly; its 31% sales of 
initial draw is promising. Women 


wen 
: : _ till discovering that news- 

s At this point, decisions about|@™ § ind 

reprints are made. Here editorial — have books they will en 00] 

judgment enters, too. Joy. mag 

A recent report shows how ten- . : Ove 


# Ian Ballantine, Bantam’s young @ oq 
(33) president, has now learned 

to judge the curve of a love story's 4 to 
sales. When he 


day checks and six-month sales 
developed for six widely diverse 
books: 


DOES She READ 
YOUR ADVERTISEMENT ? | 


galog weekly. The others are printed in 
Together they make up 
the only group to reach effectively Filipino 
buyers from the northernmost part of Lu- _ \J 
zon down to Mindanao. The RAMON RO- 


Pilar lives in llocos Norte and speaks Ilocano, 
Her favorite weekly 
is BANNAWAG which is printed in her 


@ Philippine dialect. 


own language. 


native dialects. 


\ | 


If your advertisement appears in BANNA- 
WAG you cover the potential Ilocano re- 
gion in Northern Luzon—a very vital Phil- 
ippine market for American goods. It is 
composed of 13 provinces including the 
summer capital of the Philippines; Baguio 


City. 
But do not overlook other Philippine markets 
where different dialects are spoken. BAN- 


NAWAG is only one of nine RAMON 
ROCES publications among which are the 
EVENING NEWS, leading afternoon news- 
peper,and the LIWAYWAY, leading Ta- 


Ramow Roces Pusucarions « 


CES Group covers them all by dialect sec- 
tors and buying groups with a readership 
of over 2,000,000. 


Issue one space contract, supply English mats 
or cuts and your advertising will appear in 
the leading English evening paper and the 


dialects in all important Philippine markets. 


Consult your advertising agency or write for 
further details to our United States Repre- 
sentative: ALBERT CAPOTOSTO, 270 
Park Avenue, New York City, Murray 
Hill 8-4777. 


MANILA © PHILIPPINES 


The Evening News ¢ The Evening News Lé.yMAGAME 


LIWAY WAY -Bannawage Sisaya 


~ HILIGAYNON*KISLAP 


PARUPARO *AdecncKOMIKS 


first started Ban- 
tam in 1946, he 
was plagued by 
the notion that he 
was publishing 
only books which 
appealed to men. 
He confirmed his 
opinion with a 
questionnaire, 
and then set out 
to discover what 
books women 
liked: 

It was an arduous process, 
for a time Ballantine rationed }im- 
self on a 2-to-1 diet: He w 
read two women’s books for 
he personally wanted to read At 
last he felt he knew the esser'i 
elements of a successful wom 
book, and Bantam published ‘ 
mance for Sale,” by Maysie G:°i 

Ballantine recalls dismally 
one of his associates memor zed 
the first three pages of “Rom 
for Sale” and recited them, in ull, 
for the benefit of Ballant 1¢ 


lan Ballantine 


TF YOU USE CAR.CA 


_ UNIQUE POINT-OF-SALE 
- CAR-CARD HOLDER 


CARDISPLAY CO.- 


1004 MARQUETTE AVE. MINNEAPOLIS 
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A vertising Age, February 14, 1949 
guests at a party. 


s Sallantine looks forward to be- 
inc able to publish more topical 
books. Now on the stands are “No 
Place to Hide,” a scientist’s diary 
of the Able and Baker tests at 
Bini, and “The Other Room,” a 
story of a white woman teacher 
in a southern Negro college. Bal- 
lantine believes that “No Place to 
Hide” will be read by 500,000 
people in a 60-day period. Of 
“The Other Room,” he says “It’s 
exciting... This week perhaps 
100,000 people will sit down with 
the race problem, set before them 
by a skilled writer.” 

Despite this social outlook, Bal- 
lantine hastens to add that no one 
should get the impression that 
Bantam isn’t interested in turning 
“a fast buck.” It is, and will con- 
tinue to be interested. Its current 
best seller is a piece of erotica 
called “The Chinese Room,” by 
Vivian Connell. “The Chinese 
Room” has been selling 150,000 
copies a month for the past seven 
months, and is a prize example 
of what happens to a quarter book 
when word-of-mouth promotion 
gets to work. 

The main current of Bantam’s 
sales (33,000,000 in 1948) is in 
conventional paper-backed cate- 
gories: detectives, western, and 
action. 


alan Ballantine prepared for 
Bantam by working with Penguin 
Books, both in this country and in 
England. Before joining Penguin, 
he operated a stamp business (“a 
wonderful business, completely 
founded on fantasy”), and before 
that was a student at Columbia 
University. 

Cerf noted the quarter-books 
“trappings of gold,” but Ballantine 
is concerned about the possibilities 
of glutting the market. Since they 
carry no advertising, the paper- 
backed books are aimed for a 
complete sell-out on newsstands, 
a goal they come remarkably close 
to achieving. Average returns are 
less than 1%. 

“High returns,” Ballantine told 
AA, “are something this business 
cannot afford.’’ Currently the pic- 
ture is good. When the newsstands 
went soft for magazines in April 
ind May of 1948, the paper-backed 
books also dipped but, unlike 
magazines, they made a sharp re- 
‘overy and were selling at a rec- 
ord rate at the end of the year. 


4 to Tri-State Advertising 


Tri-State Advertising Co., War- 
saw, Ind., has been appointed to 
handle the advertising of Roy G. 
Flagler Mfg. Co., Detroit, sheet 
metal machinery; W. J. Holliday 
& Co., Hammond, Ind., tool and 
die steels; Star Jack Co., Elmwood 
Park, Ill., mine jacks, and Nagle 
Pumps, Chicago Heights, IIL. 
abrasion-corrosion resistant 
pumps. 


lersey Farms to Stanfield 


he Vancouver office of Harold 
F. Stanfield Ltd., has been named 
to \irect the advertising of Jersey 
Farms Ltd., Vancouver distributor 
of \airy products. Direct mail will 
be ised, supplemented by outdoor 
bos ers and street car cards. 


Garber Appoints Sprowell 


ella Sprowell, formerly nylon 
merchandising consultant for Can- 
adi n Industries Ltd., Montreal, 
Wil open an office in Winnipeg, 
Me , for Gus Garber Associates 
of lontreal, publicity and public 
fe. Lions agency. 


8: Iman Appointed A. M. 

aul Brillman, who formerly 
‘ated his own advertising 
icy in Longview, Wash., has 


2.000,000th Guest Visits 
RCA Exhibition Hall 


The RCA Exhibition Hall in 
New York’s Radio City has 
checked in its 2,000,000th visitor 
after 20 months of operation, mak- 
ing it a ranking attraction for 
sightseers. Thirty per cent of the 
guests were from out of town and 
2% from foreign countries. 

Number one item of interest is 
probably the “See Yourself in Tel- 
evision” display, which enables 
one to walk in front of a camera 
and see his image televised on a 
screen. 


Ralph Harris Agency Moves 


Ralph Harris Advertising 
Agency, New York, has moved its | 
offices from 250 Park Ave. to 280 


Madison Ave. 


Elliott Names Weckel 


Howard F. Weckel has been| 
named general sales manager of | 


Elliott Paint & Varnish Co., Chi-|°f the association, announced that 


| 


cago. 


| Rexall franchise. 


BE itis « 


Rexall Chains Form 
National Buying, 
Merchandising Unit 


Los ANGELES—The Rexall Chain 
Drugstores has formed an associa- 
tion to assist members in buying 
merchandise and _ interchanging 
operating and merchandising ideas 
and experiences. 

The association was formed by 
members of the Rexall chains 
themselves and is restricted in 
membership to chains of three 
stores or more which hold the 
The combined 
annual retail sales volume of pres- 
ent and potential member chains 
is about $200,000,000. 

Robert B. Dockum, president of 
Dockum Rexall Drugs, Wichita, 
Kan., and founder and president 


service corporation which will en- 
gage in buying and selling of 
merchandise, with activity re- 
stricted to members of the assoc- 
iation. 


Scholler Names Gelula 

Abner J. Gelula & Associates, 
Philadelphia, has been appointed 
to handle the advertising of Dura 
Beau hosiery finishes, a product 
of Scholler Brothers, Inc., Phila- 
delphia, textile chemical manu- 
facturer, effective March 1. The 
agency also directs the promotion 
of Schollerize, Scholler’s wool 
shrinkage control process. 


remember 


Business 
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the group has set up a separate 
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47 South Clark Street 


ENCE IN 


a 


CHICAGC 


‘Telephone WAbash 2-6284 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


, Should Know What. 
PRINTING PRODUCTS ‘CORPORATION 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


' is a large volume of the kind of printing Printing Products 
Corporation is best ee and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
- for all printing orders. 
Clean Linotype 


- Monotype and Ludiow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 


Ip 
ag 
% 1 appointed advertising mana- 
ser of Electric Distributing, Inc., 
Po tland, Ore. 


T:legram’ Promotes Mason 

A. Mason, a member of the| 
he vs staff, has been named pro-| 
mMo'\lon manager of the Toronto 
Ev ning Telegram. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


because of superior facilities and efficient management. 


A pues connection with a large, reliable printing establishment 
wil f 


save much anxiety regarding attentive service, 
quality and delivery. 


-_ 


1g Producti 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


—s 


< at 
we ARE STRONG oN OUR spect 


Coyprration | 
(THE FORMER ROGERS AND HALL COMPANY) 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers at Dis 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


tates. 


one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


«\? 


H. J]. WHITCOMB 


Vice President and 
Assistant Director of 


L. C. HOPPE 
Secretary 


«W. E. FREELAND 
Treasurer ~ 
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Love Is a Wonderful Thing 


To the Editor: In cleaning out 
some old files at the year*end I 
came across a post card that I had 
received back in 1944 and have 
kept ever since then just because 
it was somewhat unique. 

It is written in pencil, and reads 
as follows— 

“Dear Gentlemen—When in the 
need of a advertseing Manager 
please lit me in on it. I am all in 
love now and can compose fine 
poetry to promote sales and re- 
pairs, all fired cheap.” 

When I first got the thing I 
thought it was a gag, but ap- 
parently it wasn’t, for at least 
none of my friends who might 
have been guilty have ever men- 
tioned it. 

Lee CLARK, 

Assistant General Sales Man- 

ager, Frigidaire Division, Gen- 

eral Motors Corp., Dayton. 


Wants Readers’ Opinions 
on VFW Contest Copy 
To the Editor: I am enclosing a 
full page advertisement run by 
the Veterans of Foreign Wars of 
the United States in several Chi- 
cago newspapers. I am wondering 
whether the advertising fraternity 
as a whole got the same reaction 
I did from this advertisement. 
‘While this fund raising is un- 


This department is a reader’s forum. Letters are welcome. 


doubtedly necessary, and the cause 
a good one, I believe the details 
of this contest make it as close to 
an actual lottery as anything could 
be, without getting in trouble with 


the law. There are hundreds of 
similar plans and schemes stopped 
by the post office because their 
perpetrators haven’t taken the 
trouble to verify the form in 
which such a plan can be of- 
fered to the gullible public and 
pass Uncle Sam’s regulations. 


I am wondering what other | 


readers of your publication think 
of this type of advertising, and 
whether responsible publications 
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Look to Louisville... 
The Government expended $355, - 
000,000 in industrial plant facili- 
ties in Louisville during the late 
war. The great majority of these 
plants are in peacetime opera- 
tion. 


335,585 DAILY @ 
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In LOUISVILLE 


a metropolitan city area 
of over 500,000 


Ai ¥ extirighous: 


should publish it. 
ARTHUR WEINMAN, 

Weinman Brothers, Inc., Chi- 

cago. 

We don’t like this type of ad- 
vertising, and said so editorially 
more than a year ago. What do 
readers think? 


Florida Suggestion Pops Up 
in Arden‘s California Ad 

To the Editor: This Florida vs. 
southern California rivalry took a 
strange and sudden quirk this 
week when the attached Elizabeth 
Arden ad brazenly came out in 
the Los Angeles Examiner with a 
soothing bit of copy showing how 
body massage makes one “ready 
to greet the sun or the festive 
Florida night.” 

I'll admit that southern Cali- 
fornia has been undergoing some 
rather “unusual” winter weather, 
but I ask you... isn’t this carrying 
things a bit too far? 

CHARLES J. EASTMAN JR., 

Elwood J. Robinson, Adver- 

tising, Los Angeles. 


Girl Is Winner Through 
Makeup ‘Accident’ 

To the Editor: The readers of 
ADVERTISING AGE will be interested 
in the attached advertising oddity. 
It happens every now and then. 

It was the prank of a makeup 
man with a rare sense of humor, 
or, collusion on the part of the 
advertisers, or just plain accident. 


I’m inclined toward the latter 
theory. 

However, the blending of the 
two illustrations is so perfect, it 
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gives pause to one to wonder. It 
was clipped from Jan. 23 issue 
of the New York News. 
PAuL V. BARRETT, 
Director of Advertising and 
Prospect Service, Internation- 
al Correspondence Schools, 
Scranton, Pa. 


Says Research Comes First 

To the Editor: Thanks a whole 
lot for your librarian’s quick and 
complete —as well as thoroughly 
competent—reply to our request 
for some specific information. It 
was exactly what we wanted— 
quick! 

Please! Through you, our com- 
pliments and expressions of ap- 


preciation to your editors for the 
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splendid report on television. |: js 
a masterful job that: needed do ng 
well and they certainly did j 
well. 

A thought for your editors: We 
certainly make full use of he 
merchandising cooperation of 
newspapers, magazines and ot er 
media. We wouldn’t. like to ce 
any of it discontinued but... 

Between market research «4 
merchandising cooperation, «ur 
conviction is that research is pr. p- 
erly a media obligation, w) ile 
merchandising cooperation is a 
more or less free plus which, «x- 
cept within narrow limits, is out- 
side even the implied responsi} j]- 
ities of media owners. 

If one of these services has to 
be discontinued, we would prefer 
the axe to fall on merchandising 
cooperation. That is, in final anal- 
ysis, a job for the advertisers’ 
sales departments. 

Market research is something 
else. We know from years of ex- 
perience that the reason for s0 
much waste of advertising and 
selling money and effort, and for 
the low effectiveness in so large 
a percentage of both these vol- 
ume-promoting efforts, is lack of 
detailed knowledge of markets. 

As it applies to proprietors of 
media, the word “deliver” means 
more than so many pages or peo- 
ple, whether readers, listeners or 
viewers. It means market coverage 
and that presumes knowledge of 
the market to be covered followed 
by proof of coverage, or ability to 
cover. 

General knowledge of markets 
is actually dangerous in today’s 
scheme of marketing. Nothing less 
than intimate, specific details can 
be competent guides to either ad- 
vertising or selling action as mar- 
kets have developed within the 
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’ 7 out OF 10 Elks 
OWN THEIR HOMES. 


Here’s an able, stable male market for you—950,000 Elks, of whom 
68.9% own homes, 83.3% possess cars, 51.9% own businesses. With a 
median annual combined family income of $5,472.33, Elks definitely 
are substantial citizens. They’re mature, active men, of whom 59% 
fish... 45.1% hunt... 31.5% play golf... 31.7% bowl. These are 
but a few of the revealing facts from a recent Stewart, Dougall survey. 
For full information ask to see “Portrait of an Elk.” Write or phone our 


nearest office. 
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several years just passed. 

ror example, although we have 
been solidly sat upon for our icon- 
oc.asm, we have finally convinced 
a ‘ew people that 5,000,000, rather 
than 500,000 women, give the style 
market its volume—and they are 
profiting accordingly. 

A plumbing supply house com- 
plained to its agency that, because 
new building in its field of opera- 
tion was so much less than in other 
areas, they could not hope for 
much volume “until building 
around here picks up.” We sup- 
plied the agency with authentic 
information to pass along to its 
client, that a market for 50,000 
flush toilets existed within a 50- 
mile radius of its home office! A 
market for flush toilets usually 
indicates a market for the other 
bathroom items. 

He doesn’t know it, but we 
saved his job for a salesman cover- 
ing a midwest territory because he 
wasn’t “as good a man” as the one 
who covered an eastern territory 
of identical population, etc. The 
executives in the agency’s client 
organization didn’t know that the 
people in the eastern territory 
naturally spend 3 times as much 
per capita on that kind of a 
product as do the people in the 
midwest territory. 

Without the intimate, detailed 
research as to market values and 
peculiarities that publishers and 
others can conduct most success- 
fully, none of us would have such 
specific information with which to 
work. 

CLARENCE E. BoswortTH, 
Providence, R. I. 
gee 
‘Readable, Impressive’ 

To the Editor: May I call your 
attention to the enclosed ad for 
Southern Railway System taken 
from the Jan. 11 issue of the At- 
lanta Journal? In my opinion this 
is one of the simplest, most read- 


Ma) , TEM | 
UTHERN RAILWAY SYSTEM ® 


able and most impressive ads I 
have seen in a long, long while. 
What this country needs more 
than anything else at the present 
ume is the realization that, as the 
ad puts it, “It’s best for America 
that its industries, as well as its 
individuals, stand on their own 
two feet.” 
ALEx W. BEALER, 
Atlanta. 
aos 


Insurance Ad Comes to Life 
In bombay’s Worst Cyclone 

To the Editor: Your “amazing 
Coincidences” editor might be in- 
terested in the enclosed ad tear- 
sheet, and photostat of the front 
page of The Times of India, for 
Nov 24, 1948. 

Tie ad, headlining an assumed 
Windstorm in Bombay that tore 
WD an American-owned warehouse 
‘among other things, appeared in 
‘ne trade press during November. 
At the same time the ad was 
faching our trade paper readers, 
‘he elements in India were putting 
S right on the beam with the 
' destructive windstorm in 
Bo ibay’s history. 

‘hen our advertising agency, 
moce & Co., Detroit, first pre- 


ened this ad for our considera- 


tion, there was considerable dis- 
cussion on the intensity of recent 
windstorms in India and the scope 
of damage caused. Our manager in 
Bombay sent us the attached evi- 
dence bearing out our final de- 
cision! 
Eric ARPERT, 

Secretary, American Foreign 

Insurance Association, New 

York. 


Prefers Page 1 for Copy Cub 

To the Editor: We protest the 
moving of “Copy Cub” from front 
page, where it used to put readers 
in a fine frame of mind and re- 
ceptive mood, to the interior of 
your very fine publication. 

That most interesting feature of 
your paper, I’ll venture to say, 
was the most looked-forward-to 
part of your paper. It greeted 
readers like the smile of a wel- 
coming host at front door. So put 
it back. 

E. B. OVERSHINER, 
Toolsco, Chicago. 
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1949 Professional 
Ad Drive Opened 
by Dairy Council 


Cuicaco—The National Dairy 
Council this month is launching 
an extended drive in 12 medical, 
dental and dietary publications 
for ice cream and other dairy 
products. 

The series of advertisements, to 
run through October, will boost the 
economy of dairy products and the 
food value of such foods as butter, 
cheese, ice cream and milk. 

Campaign copy is based on 
nutrition research sponsored by 
the NDC, and bears the approval 
of the council on foods and nutri- 
tion of the American Medical As- 
sociation. 

Typical of the style used is the 
paragraph: “As persons grow 
older, they need protein to preserve 
body tissues, just as much as 
younger people. If they omit milk 


from their diet, their intake of 


protein and other nutrients suffers. 
Liberal consumption of milk is a 
step toward good nutrition.” 

Funds for the 96 insertions in 
professional publications comes 
from milk processors and handlers, 
machinery and supply manufac- 
turers and milk producers through 
the American Dairy Association. 
In addition, the International As- 
sociation of Ice Cream Manufactur- 
ers will support the five-month 
ice cream campaign in the same 
12 publications. 

McCann-Erickson handles the 
account. 


Harvey & Howe Appoints 
Jones, Nichols and MacLean 

M. Troy Jones has joined Har- 
vey & Howe, Inc., as a salesman 
in the New York office, covering 
the New England states and New 
York City. He was formerly as- 
sistant to the vice-president in 
charge of sales and district sales 
manager of Scott Paper Co. and 
vice-president of R. A. Lasley, Inc. 

Brayton Nichols, formerly with 
W. R. Grace Co., and Charles W. 


MacLean, formerly manager of the 
educational department of West- 
inghouse Electric Corp., Pitts- 
burgh, have joined the New York 
staff of What’s New in Home Ec- 
onomics, published by Harvey & 
Howe. 


‘Free Press’ Ups Ad Rates 


Effective March 21, the Free 
Press, Winnipeg, will increase its 
general display rate from 19¢ to 
21¢ per line. Advertising in the 
colored comics section will be sold 
at the national rate plus 15% for 
black and white; or at a surcharge 
of 25% for black and one color; 
30% for black and two colors, and 
35% for black and three colors. 


Lesly Opens Own PR Firm 


Philip Lesly has resigned as 
vice-president of Harry Coleman 
& Co., public relations, to open his 
own public relations company, to 
be known as Philip Lesly Co., 
with offices at 100 W. Monroe St., 
Chicago. The new firm will han- 
dle all phases of public relations 
for corporations, trade associa- 


tions and non-profit organizations. 
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HIGH FIDELITY 


Reilly Plastict 


But it’s certain that you'll never 


THE ORIGINAL 
PLASTIC PLATES 


CHICAGO 


SAN FRANCISCO - 


Why five leading 
tobacco advertisers 
— don't get burned! 


Chances are that you smoke one of these five famous 
brands yourself. 
smoke out a faulty reproduction in any of their 
newspaper advertising. 

Tearsheets tell these five leaders and their agen- 
cies what a critical difference there is between ordi- 
nary plastic plates and High Fidelity Reilly 
PLASTICTYPES. Tearsheets tell the truth. 

What is this critical difference that makes 
PLASTICTYPES the choice of so many hundreds of 
top advertisers and agencies? Well, it’s the cumula- 
tive result in reproduction of the extra skill and care 
that go into the making of PLasTICTYPEs. 

Six years have taught us how to make our own 
molding material—and tearsheets tell us that it pays 
to take that extra care. Six years have taught us a 


secret about controlling heat and 


tearsheets tell us that the secret is ours alone. Six 
years have sharpened the eyes of the hand-picked 
individuals who scrutinize every individual Reilly 
PLASTICTYPE before it can leave the plant — and 
tearsheets tell us that it pays to take that extra care. 

Of course, before we even see the tearsheets we 
know from six years of examining them what to ex- 
pect. We know, for example, that if there is any loss 
of depth from the original, it is so minute that it can 
only be detected by measuring in microns. We 
know that every pLastictyPE is identical—that we 
can promise every client the clearest, cleanest, most 
uniform reproduction he ever put before his pros- 
pects in newspapers. If that promise interests you, 


write for tearsheets. 
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REILLY ELECTROTYPE COMPANY 
305 E. 45th ST., NEW YORK 17, N.Y. Murray Hill 6-6350 
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62 Advertising Age, February 14, 1349 HA: 
Proposes Legislation | Mathes Appoints Monroe ‘Capper’s Farmer’ . ny Bs) 
on Delivered Pricing Pa and Publicity Director 
«| The Chamber of Commerce of) Actas F. Menree, Sermeriy as- Adopts Completely ‘ c : | MiSu 
the United States, Washington, D. sociate director of the public re- 4 , 1/ lof, Vii Co \ 
C., has prepared a pamphlet which lations and publicity department | Redesigned Format 2 CGD 10 AHS Vd LA ab \ y 
contains a proposed policy decla- | of “1 M. Mathes, Inc., New York, . aon 
ration calling for legislation to| has been appointed director of that OPEKA, Kan.—Effective with : ; \ 
clarify the status of delivered pric- | department, succeeding Richard L. |the February issue, Capper’s Farm- ey —— Face _ — — ~—_ ns -~ — out, 
ing practices. Also included is a|Sigerson, who has resigned. er will appear in a new format ee ee ee et ee ee ee! | of 
report of a special committee of the| Prior to joining Mathes, Mr. developed by Tempo, Inc., under every clime has been about as good as the teller’s own gift | , 
CofC on a study of the problem of|Monroe .was with United Press|i. girection of Taylor Poore of gab and/or the taste of the audience. This same old 4 4 
delivered pricing. Ballots have|and was in charge of Latin Am- Chi desi y , argument flourishes in radio. Critics whack inexpert tale- \ Bin 
been mailed to the organization’s|erican and Canadian news cover-| Chicago design expert and con- tellers but meet a defense of what’s done, and how, which |} 
members, with the voting period | age for Time. sultant. argues that radio homefolks like third-best best. Readers | - 
closing Feb. 14. _ The Pog ad ee coe of this space know with what scorn the Teleradio Man | 
H Dowd Angostura Starts Drive pg ot ue ony Aesarbnates Foyer ‘anew repudiates the point of view that anybody, no matter what (| —@.... 
iggins Joins ow Angostura~Wuppermann Corp., Pp ing his I. Q., prefers flat characterization, uninspired dialog and |. 
Gerald A. Higgins, who has been|New York, is launching a cam- of photographs. The layout pat- walk-through direction to their opposite values. os 
advertising manager of Boston|paign this month for aromatic bit-| tern is designed to maintain peak : ; hei 
Consolidated Gas Co. for 18 years,| ters, marking its 125th annivers-| editorial continuity, and at the Again and again the regular tuner-inner finds himself | (ixpc 
has joined the copy department of |ary, in Newsweek, The New Yor-| same time provide sufficient flex- going along with the promise of a good yarn only to end og 
John C. Dowd, Inc., Boston, to| ker and Time. Robert W. Orr & As-) jpility to sustain interest. up cheated of “believability.” Why? Why should the glib (fF M 
specialize in creative planning. | sociates, New York, is the agency. Headings for the editorial fea- excuse of a “12-year-old mind” cover up claptrap scripts ist 
ture pages are set in 36-point and direction without light or shade? Broadway wouldn’t whe 
Century schoolbook, with body tolerate it, B pictures wouldn’t tolerate it, but radio adver- ook 
type of 10-point Ideal, and cut tisers will, with an elaborate rationalization that if it’s bad ‘ifty 
captions set in 8-point Spartan that’s really what the listener will think is good. Bven 
black. Shorter material appears in These comments are broadly applied to many dramatic pS 
8-point Ideal body and carries 18- series although we have singled out one “horrible example” P’ 
oint Spartan bold in the heads. for particular attention: Mr. George Raft’s recent star-ap- i 
sin Page os De eature — ar pearance in “A Bunch of Keys” on the “Skippy (for peanut dl 
anc Muerec Mh 8 eS Kr butter) Theater of the Air,” an NBC spread out of. Holly- ~ 
style with 30-point News Gothic wood. pi 
condensed for heads on the short esp 
material. Extensive use of white At the outset Mr. Raft was a beard-stubbled bum sniffing pzin 
space around all headings is now freshly-made coffee in a cheap beanery. A girl buys him inal 
standard practice. breakfast, gives him, without question, the key to her apart- Apri 
The “Rural Home” section has ment. The bum becomes a counterman in the beanery, gets Th 
been treated as a magazine within a shave and in flashback is discovered to have been a great expe 
the magazine. A four-column lay- limousine-driving, mistress-keeping Wall Street plunger. ear, 
out and headings distinctly dif- And that’s what he wants to be again. nd 
ferent from those used throughout Ultimately becoming a local real estate salesman, he sells },000 
the remainder of the book have lots like mad and he’s set to scram with the yokels’ moola_ ys 
been adopted. when the girl convinces him (by refusing to leave town) | “ 
that being a Wall Street plunger isn’t everything in life. 1 
Two Appoint Mahlin Agency , : } 
. su You can argue it three ways. Was the Bud Lester script | Mn th 
Shutran Mahlin Advertising, so basically unmotivated, untrue, unconvincing that nothing {| [pf tr: 
a gg eg to — could help? Or was the Les Mitchell direction so routine, orta 
the advertising of the Reger Mfg. lacking in insight and studio savvy that no life was infused { [Ratio 
Corp., Mount Clemens, Mich., pro- into th di ° Or finall G Raft. he of th § wend 
SPECIAL HOOPER RADIO STUDY, NOV. 29- ducer of Reger motion picture pro- into the proceedings? Or finally was George Katt, he of the =| Bthech 
jectors, and Winton Associates, unmodulated voice, so monotonous that the tale could never | @ Th 
DEC. 10, 1948, MON. THRU FRI., 7:00-8:00 A.M. Detroit, manufacturer of fishing pack any believability? age 
tackle. Picture your Teleradio Man walking slowly out of the | F's 
STATION SHARE OF AUDIENCE Ga —— make-believe radio theater, sadly shaking his head. 
KXYZ 29.2 re ; : | PAu 
Louis Silver, vice-president and \ 
“A” 23.1 sales manager of Garod Electron- 7 Su. 
ics Corp., New York, has been : : , 
“py 16.9 aimed “cunsulive | Viepeandiienl Skycruises Names Nimmo Hertz Appoints Ferguson sn 
“co” 12.3 and general manager. He has been Robert Nimmo has been named John A. Ferguson, in the sales H., * 
° associated with the company for|agency representative of Sky-| promotion department, has been whe 
10 years. cruises, Inc., New York, air travel|named to the newly crea post f°" 
All others 18.5 y I New York t 1 d to th l téd - 
. agency. He also will continue as . —_ advertising manager i 
: manager of traffic operations of|0 ertz Drivurself System, Inc., ¢ 
Gas App liance to Orr the Atlantic division. Chicago, car and truck rental com- JRount 
HOOPER STATION LISTENING INDEX, NOVEM- Prine gg mn aan i. pany. Auto- 
;_ | KARM to Join ABC Feb. 20 epor 
BER-DECEMBER, 1948, WEEKDAY MORNING pointed Robert W. Orr & Associ- , oat 
P ‘ r ates, New York, to handle its ad-/ KARM, 5,000 watt station in| Gets China Account eo 
MON. THRU FRI., 8:00 A.M.-12:00 NOON vertising. The account was pre-|Fresno, Cal., will become affili- Pickard, Inc., Antioch, Ill., china '® * 
viously handled by Donahue &|/ated with American Broadcasting| maker, has placed its advertising #F"¢ ' 
STATION SHARE OF AUDIENCE Coe, New York. Co. on Feb. 20. with J. R. Pershall Co., Chicago. hyste 
dime 
KXYZ 29.5 Bre 
oar 18.0 ie 
“B” 15.3 Me: 
= = mm¢ 
a “er 13.4 S ce 
= All Others 23.8 = ith 
= = ady, 
= Te 
° — onsid 
Need we say more? Here is concrete, convincing oe 
_ evidence that KXYZ (with among the lowest . 
___ rates available) has the largest share of audience Which one _ 
during these time periods . . . that KXYZ gives ision 
: . 01 t 
_ you more for your Air-Dollar . . . KXYZ is meets your" ty 
HOUSTON’S BEST AIR-BUY! ° test? t Col 
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A Great Team : amed 
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4th Vacation Plan 
Survey Completed 
by Crowell-Collier 


ew YorK—Seventy-two per 

t of the American Magazine’s 
ier families took vacations last 
ear, and the 62% who left home 
for their vacations spent an av- 
rage of $254 per family. 
This year, according to Crowell- 
‘ollier’s fourth annual travel sur- 
ey, just issued, 70% already have 
iecided to take a vacation, and 
lan to spend $325 per family on 
heir trip, an increase of 28% in 
xpenditures among those planning 
0 go away. 
Most popular vacation months 
ast year were July and August, 
yhen 73% of those who left home 
ook all or part of their vacations. 
‘ifty-seven per cent of those who 
yent away stayed two weeks and 


Plans for spending their holi- 
ay time were decided by 20% in 
lay, 19% in June, 14%in July and 
11% in August, although this year 
espondents to the American Mag- 
nzine survey expect to make their 
inal plans somewhat earlier, in 
pril, May and June. 
The average mobile vacationist 
xxpects to travel 1,671 miles this 
ear, 275 miles more than in 1948, 
pnd fully 70% expect to travel 
1,000 miles or more in the course 
ff 1949 sightseeing, with more 
oreign travel indicated. 

In addition, the study tabulates 
he number of business trips made 
n the past 12 months, the method 
ff travel used, the mode of trans- 
ortation used on the longer va- 
vation, and the use of travelers’ 
-hecks. 

The study is available in a 22- 
age booklet from Crowell-Col- 
ier’s research department. 


juto-Lite Backs 
Suspense’ on TV 


New YorK—Electric Auto-Lite 
‘0. will make its debut as a TV 
ponsor with a televised version 
ff “Suspense.” 

The program—like its radio 
ounterpart, which rated 16.4 for 
Auto-Lite on the Jan. 30 Hooper 
eport—will be carried on CBS. 
lewell-Emmett Co. plans to buy 
he full interconnected network 
ind to Kinescope the 30-minute 
nystery drama for Los Angeles. 
time is Tuesday, 9:30 p.m., EST. 
Broadway stars will be featured 
n the telecast, which is expected 
) start in March. 

Meanwhile, another Newell- 
mmett client, Beech Nut Packing 
., Which has been testing video 
With announcements in Schenec- 
ady, is reportedly impressed with 
he results. The advertiser now is 
onsidering an extensive TV film 
Mnouncement campaign. 


illett Joins Y&R 
Roland Gillett, former CBS tele- 
‘sion producer-director, has 


ined Young & Rubicam, New 
ork, as a television supervisor. 
t Columbia he directed “Tonight 
yn Broadway” (Lucky Strike), 
Toast of the Town” (Emerson) 
nd “We the People” (Gulf). 


luppert Starts Campaign 


Jacob Ruppert, Brewer, New 
ors, has launched a newspaper 
am aign, using 1,000 and 1,500- 
ine ads in 175 papers throughout 
‘€ country. An outdoor adver- 
‘in drive also is scheduled. Biow 
», New York, recently was 
an.ed to handle this account. 


ew Appoints Kent 


Ccorge H. Kent, formerly di- 
‘c\or of sales planning and gener- 
- “conomics of Koppers Co., 
‘(burgh, and director of mar- 
&t g research of Libbey-Owens- 
or Glass Co., Toledo, has been 
amod director of sales of E. F. 


re & Co., New York. 


FAMILY PORTRAIT—Brown-Forman Distillers Corp., Louisville, has had only three 

presidents, all Browns. The upper insert is George Garvin Brown, founder; left to 

right, George G. Brown Ill, executive vice-president; W. Lyons Brown, president; 

Owsley Brown, chairman (father of Garvin and Lyons), and Robinson S. Brown Sr., 
another son of the founder. 


Two Appoint Storm Agency 


Gioia Macaroni Co., Rochester, | 
and Rochester Medical County So-| Chicago, has appointed Simpson- | 


‘Names Simpson-Reilly 


Transportation Supply News, 


ciety, have appointed Storm Ad-| Reilly, with offices in Los An- 


vertising, 


to handle} geles, San Francisco and Seattle, 


their advertising and public re-|as its representative on the West 


lations. 


Coast. 


O’Mara Resigns ABC Post 


Jack O’Mara, sales promotion 
manager of the western division of 
American Broadcasting Co., has! 
resigned, effective Feb. 15, to be-| 


come Pacific Coast manager of C. 
E. Hooper, Inc. Before joining 
ABC, Mr. O’Mara was merchandis- 
ing manager of KNX and the CBS 
Pacific network. 


Freeman Young Joins K&E 


Freeman Young, formerly an ex- 
ecutive in the advertising depart- 
ment of Lever Bros. Co., Cam- 
bridge, Mass., has joined the ac- 
count executive staff of Kenyon 
& Eckhardt, New York. 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


ADDISON / LEWIS & A 


a ; Minneapolis — Est. 1921 es 


DA POP HAS IT 


in Chicago. 


A bubbly, exhilarating freshness. The Herald-American has it. That’s why so many Chicago 


men and women between the ages of 15 and 50* read the Herald-American every evening. 


A sparkling array of the nation’s top newspaper features, more of the news. pictured in 
on-the-scene action photos and all of the news reported clearly and concisely gives the 
Herald-American a refreshing flavor that appeals to young, up-and-doing Chicagoans. 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 
able-to-buy families in the process of accumulation—the largest evening newspaper audience 


*A complete analysis of the Herald- American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Politz 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald- American 
Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 


CHICAGO HERALD-AMERICAN 


EVENING AND SUNDAY—when the whole family is together 


EVENING CIRCULATION OVER 500,000—SUNDAY OVER A MILLION 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Buys Ad-Ver-Tis-Er Plant 


Warren Korstad has purchased 
the six sheet Ad-Ver-Tis-Er plant 
in Portland, Ore., that has been 
operated under the name of Pa- 
cific Ad-Ver-Tis-Er by Mr. and 
Mrs. Jas. Shelton. Mr. Korstad also 
will continue to run Western Ore- 
gon Ad-Ver-Tis-Er in Eugene, Ore. 
The Sheltons are moving to Grants 
Pass, Ore., where they plan to op- 
erate a sign and advertising busi- 
ness. 


Two Join Needham, Louis 


Edmond C. Dollard, formerly 
an account executive of Dancer- 
Fitzgerald-Sample, has joined 
Needham, Louis & Brorby, Chi- 
cago, in the same capacity. Wil- 
liam R. Miner, formerly assistant 


Home Furnishings 
4 Sales Set Record 
' In ’48: Fairchild 


New York—Retail sales of all 
home furnishings in 1948 reached 
¢ a record high of $9,950,000, ac- 
cording to preliminary estimates 
«" reported by the marketing re- 
search department of Fairchild 
Publications for Retailing Daily. 
This figure represents an in- 
crease of approximately 8% over 
the comparable 1947 total. Radio, 
television and phonograph sales 
totaled $1,150,000,000, according to 

the estimates. 


Severe setbacks in the sales of 
home furnishings during the last 
few months of 1948 were suffered 
by retailers, the report says. In 
department stores, the satisfactory 
cumulative sales gain of the major 
appliance departments for the ten- 
month period of 1948 was all but 
eliminated by the poor sales per- 
formance of November, which 
registered a 30% decline. : 


managing editor of the St. Louis 
Star-Times, has joined the agency’s 
publicity staff. 


Belber Appoints Gelula 

Abner J. Gelula & Associates, 
Inc., Philadelphia, has been named 
to direct the advertising of Belber 
Trunk & Bag Co., Woodbury, N. J., 
manufacturer of trunks and travel- 
ing bags. 


ium 11S EASY, 
oe =F YOU | 
KNOW HOw! 


Dee time-buyer knows the danger of jumping to the 
conclusion that high power and major-network affiliation 
make a radio station tops in its area. We of KWKH have 
50,000 watts and are CBS—but we also know it takes 
experience to run an outstanding operation in the South. 


KWEKH has had 23 years’ experience in broadcasting to 
this area. We’ve worked hard to learn what type of pro- 
gramming appeals most to all segments of our audience. 
And then we’ve spared no trouble or expense to give our 
listeners that sort of programming. The result is that the 
Hooper Station Listening Index proves KWKH to be one 
of the most outstanding CBS stations in the U. S. 


q? 


Let us (or The Branham Company) give you all the 
; facts. We think you’ll find that KWKH is a MUST for you. 


| KW KH 


} l Arkansas. a 
50,000 Watts a CBS Mi * : 7 ° 


The Branham Company, Representatives 
Henry Clay, General Manager 


Hometown Dailies 
Issue 4th Annual 


Readership Study 


Los ANGELES—The promotion 
committee of the Hometown Daily 
Newspaper Publishers has issued 
its fourth annual readership study 
covering the Current-Argus, 
Carlsbad, N.M.; Herald & News, 
Klamath Falls, Ore.; Evening Ga- 
zette, Reno, Nev.; Press-Democrat, 
Santa Rosa, Cal., and Union Bul- 
letin, Walla Walla, Wash. 

Conducted by Dr. Chilton R. 
Bush, director of the institute for 
journalistic studies, Stanford Uni- 
versity, the survey employed the 
random area sampling method, 
with interviewers from the Uni- 
versities of California, Nevada, 
New Mexico, Oregon and Whitman 
College. 

Average male readership of the 
papers was found to be 77% or 
more for all pages, and reader 
traffic among women averaged 
83% or more for all pages. 


ws An M.J.B. coffee ad received 
top readership in the Klamath 
Falls paper, with 28% of the men 
and 34% of the women at a cost 
of .0087¢ and .0072¢ per reader, 
respectively. Best-read local ad 
was Montgomery Ward sale copy 
with 36% of the men and 65% of 
the women listed as readers. 

The M. J.B. coffee ad took first 
place in the Santa Rosa study with 
27% of the male readership and 
43% of the women perusing the ad, 
and also in the Walla Walla sur- 
vey, where 31% of the men and 
38% of the women reported read- 
ing the copy. 

Top national ad in Reno was 
that of Purity Biscuit Co. and 
Sears, Roebuck collected the high- 
est number of readers for any local 
ad. In Carlsbad, Acme Beer had 
the most-read national ad and the 
Cactus Theater took local honors. 

Hometown Daily Newspaper 
Publishers’ 116-page report on the 
surveys contains complete repro- 
ductions of the papers and the 
computed readership of news and 
editorial material and advertise- 
ments. It is available on request 
to HDNP at 2001 Beverly Blvd., 
Los Angeles. 


Ronson Steps Up 
Advertising Program 


Ronson Art Metal Works, New- 
ark, N. J., has expanded its radio 
and television coverage for 1949 
and is planning the largest maga- 
zine and newspaper schedule in 
the company’s history, Alfred R. 
Nathan, vice-president in charge 
of advertising and public relations, 
reports. New video markets are 
added as they become available 
for the Ronson spots. 

The Johnny Desmond show has 
been added to the company’s radio 
network schedule. This program is 
aired Sunday night over Mutual, 
which also carries Ronson’s 
“Twenty Questions.” Cecil & Pres- 
brey handles this account. 


WDTV to Carry ABC, CBS 
DuMont and NBC Shows 

WDTV, DuMont’s owned and 
operated Pittsburgh station, will 
carry programs of all four tele- 
vision networks. Having already 
signed agreements with ABC and 
CBS the station has added NBC 
to the list. 

DuMont television network ex- 
ecutives feel that, in view of the 
limited amount of coaxial cable 
time available to each network, 
WDTV, Pittsburgh, can better 
serve the locality by offering pro- 
grams from all networks. 


ANPA Appoints Schurz 
Franklin D. Schurz, of the 
South Bend Tribune, has been 
appointed a member of the Am- 
erican Newspaper Publishers As- 
sociation special standing com- 
mittee, succeeding Colonel Lewis 
B. Rock, who has retired from the 
newspaper business through the 


sale of the Dayton Journal and 
Herald. 
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are far from being horrible 


passable? 


The Creative Wan’ Corner 


What has never ceased to amaze the interested onlooker 
who conducts this column, is the blitheness with which ad- 
vertising people can maintain, on the one hand, that women 
buy 85% of all products advertised—and then, on the other 
hand, appeal to these world-champion purchasing agents 
with the most incredible advertising imaginable! 

As far as advertising goes, the three ads printed herewith 


whole, passable specimens of the art. But in these days—or 
at any other time—is it enough that advertising be simply 


Let’s take the Chiffon ad. Undoubtedly this “theme” is 
meant to cash in on the Dishpan Hands angle originally ex- 
ploited by Lux. But how believable Dishpan Hands is in 


examples. They are, on the 
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contrast! And how many women in this country have had 
even a nodding acquaintance with a lobster? 

The Pacquin headline is strongly reminiscent of “She’s my 
dream girl—my Lustre-Creme girl.” It couldn’t, of course, 
possibly be worse—but it’s certainly no better. Time to wake 
up, you dreamy advertisers, and realize that most women 
who need hand care need it because they’ve already snagged 
their dream boy and are rustling dishes and doing the wash 


And so to Mohawk sheets—which gets right down to a 
practical dollars-and-cents appeal. But where are the facts? 
How much less do Mohawks cost than other sheets? Why do 
they wear longer, and why are they so easy to launder? 

It’s popular practice, The Corner understands, in agencies 
with food, soap and cosmetic accounts—and other accounts 
whose products are bought vy women—to have female copy- 
writers. (In order, as they say, to get the “woman’s touch.’’) 
But The Corner, after reading a lot of the stuff these so- 
called females turn out, wonders if it wouldn’t pay these 
agencies to change to men copywriters on such accounts— 
men copywriters who are married and go shopping on Satur- 
day with their wives and have the opportunity to observe 
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(il Heat Firms 
Plan Stepped-Up 
‘49 Ad Campaigns 


(Continued from Page 1) 
yairy” and that out of their com- 
petition has come better gasolines, 
finer lubricants and better heat- 
ine fuels, as well as hundreds of 
other products developed through 
research. 

After the war, the oil heat in- 
dustry swung into action to fill 
the terrific pent-up demand for 
replacements and units for new 
users, With its 1947 output of 888,- 
000 units more than double pro- 
duction for the best prewar year 
—333,000 in 1941. Even so,’ in- 
dustry members figure the demand 
that year far exceeded the in- 
dustry’s capacity to manufacture 
and distribute equipment. 


s The tight oil situation late in 
‘47, however, and adverse pub- 
licity early in °48 forced manu- 
facturers to cut back or suspend 
operations, curtail sales forces and 
release key personnel in many 
other departments. Easier oil con- 
ditions in the last half of 1948 sent 
the industry’s sales curve upward 
once again, and gave a real lift to 
plans for production and sales this 
year. 

“We have a goal of 550,000 
power-driven oil burners this year, 
and confidence that we can make 
this goal with a return to gen- 
eral use of prewar sales methods,” 
said A. E. Hess, managing director 
of the Oil-Heat Institute of Amer- 
ica, Which represents the burner 
and accessory makers and their 
distributors. “Needless to say, 
our plans do not include waiting 
for the buyer to find a seller.” 

Mr. Hess said the industry made 
about 88,000 replacements last 
year, supplied equipment to 184,- 
000 new homes, and converted 
166,000 others from other fuels. 
At the end of ’48, he estimates, 
there were 4,132,591 residential 
power-driven oil burning units in 
use. 


a “In a year in which the first 
six months presented real obstacles 
to selling, that’s not a bad result,” 
he declared, adding that new users 
are being easily supplied with oil 
and that mild weather over much 
of the country had continued to 
favorably spread the differential 
between fuel supply and demand. 
Both equipment and fuel sources 
are seeking additional business, 
while increased production has 
brought moderately lower prices, 
for the first time in several years, 
on both range oil and heavier in- 
dustrial oils. 

Tie burner industry has al- 
feacy made peace with oil sup- 
plie-s whose distribution troubles 
forc-d such drastic action upon 
ther: in ’47-48. R. S. Bohn, pres- 
lider of the institute, wrote Robert 
\ ilson, chairman of the Stand- 
Oil Co. (Indiana), following 
; annual meeting last Novem- 
that while the tight oil sit- 
n was “very costly” to the oil 
ng industry, members did 

they could to make only 

‘sured sales, preach conser- 
n in their ads and supply API 
regular reports on sales of 
»yment in each section of the 
try. 

‘ith API’s help, said Mr. Bohn, 
public has been reconditioned 
ie point “where our industry’s 
/ program will not be one of 
ing for existence but really 

g out and doing a selling job 
h will enable us to produce 
Pr its not only for ourselves but 
FO: he oil industry as well.” 


Jrner makers also won a 


& tening “go-ahead” from the 


oe Secs d = 6 eras hee po 


government last month when In- 
terior Secretary Krug announced 
that, although it is still uneasy 
about the long-range outlook for 
petroleum products, it will not re- 
sume conservation efforts. 

The Oil-Heat Institute rarely 
employs national advertising, over 
its own signature, except in emer- 
gencies, on conservation, etc. How- 
ever, distributor groups in New 
England and Milwaukee, for ex- 
ample, run advertisements locally. 
The institute will sponsor what 
probably will be its biggest expo- 
sition in Boston May 16-20, with 
more than 100 exhibitors already 
signed and 75% of the space taken. 
Several oil companies will ar- 
range exhibits, which they haven’t 
done for several years. The expo- 
sition, suspended during the war 
years, was revived in 1947 at Phil- 
adelphia, and held in Chicago last 
spring. 

For Oil-O-Matic, Eureka Will- 
iams plans to expand its news- 
paper advertising this year, as well 
as continuing its series .of strip 
ads in national magazines, includ- 
ing American Home, Better Homes 
& Gardens, House Beautiful, House 
& Garden, Pathfinder and Small 
Homes Guide. Newspaper copy, 
as well as radio and outdoor pro- 
motion, is set up on a 50-50 co- 
operative basis for dealers, with 
volume determined by ad credits 
earned per unit sold. Cooperative 
promotion, as well as the com- 
pany’s advertising, is handled en- 
tirely through Casler, Hempstead 
& Hanford, Chicago. 


a The company is now conducting 
a highly successful “Salute the 
Owner” campaign, which William 
A. Matheson, executive vice-pres- 
ident, describes as “the most suc- 
cessful promotion we ever had.” 
The program went into high gear 
right after Christmas and dealer 
participation has averaged 85%, 
compared with 25 to 30% ordinar- 
ily. 

The merchandising program, one 
of a series inaugurated by this 
promotion-minded manufacturer, 
is based on the gift of a Cannon 
tea towel to the Oil-O-Matic 
owner, who is offered additional 
gifts, with a retail value up to 
$31.90, of Cannon towels and 
sheets for the names of friends 
who also purchase Oil-O-Matics. 
Dealers have averaged 1.5 pros- 
pect names for every tea towel 
given away, and to date have 
ordered more than 23,000 tea 
towels. 

As a result of the merchandising 
plan, the company reports that 
December and January sales quotas 
were met, and that dealer sales 
were double factory output—a 
healthy sign in view of the fact 
that many had extensive inven- 
tories at the end of the year. 


a In its stepped up consumer cam- 
paign, Timken will use The Sat- 
urday Evening Post and Small 
Homes Guide, as well as key mar- 
ket newspapers. For the first half 
of 1949, the newspaper list will 
include 35 dailies, compared with 
47 during the last half of ’48, but 
individual ads will be larger and 
will appear more frequently. Copy, 
starting late this month, will be 
similar in format and approach to 
recent ads, which emphasize the 
benefits of automatic heat and the 
special merit of the Timken Silent 
automatic as “the accepted stand- 
ard.” 

Timken also shares the cost of 
dealers’ newspaper and radio ad- 
vertising, but does not extend this 
plan to outdoor or any other me- 
dia. MacManus, John & Adams, 
Detroit, is its agency. 


WBIG Promotes Hutchison 


Gilbert M. Hutchison, commer- 
cial manager of Station WBIG, 
Greensboro, N. C., since 1942, has 
been named manager of the sta- 
tion, succeeding the late Major 
Edney Ridge. 


WE OPERATE 
FOR PROFIT 


Let's be frank about it! We are in business te make @ 
pretit trom our investment! Profit is derived from 
marking up merchandise trom the wholesale prices we 
pey up te the retail prices thet you pay. There ere 
three besic ways to mark up merchandise se thet prof. 
it may be derived First you may mark up the merchen- 
dise by @ large percentage sell only a moderate amount 
of qoods and thereby derive @ large profit from « rele 
tively smell investment, secondly you may mark up mer- 
chandise « moderate amount do on average business and 
derive « profit. The third methed, ond McBeth is one 
of the few furniture stores thet operates on this sys 
tem, is te mark up the merchandise by a smell percent- 
ege and do a large volume of busines: thereby making @ 
profit, Neturally you will seve money by buying from 
the type of store that operates ot « low margin of 
profit but don't take our word for it thet our prices 
ere lower, insteod shop ot every evailable furniture 
outlet before you buy .. it's the smart thing te de! 


McBETH 


FURNITURE MART 


1422 5. Ist Street FREE PARKING Ph. 5765 


PLAIN TALK—McBeth Furniture Mart, 

Yakima, Wash., blew its own horn in 

this frank discussion of retail price sys- 

tems, in an ad in the Yakima Herald 
last week. 


Entertaining Ads 
No Longer Enough, 
Schindler Declares 


BuFrraLo, N. Y.—Manufacturers 
will have to employ more advertis- 
ing this year and it will have to 
be of a more compelling nature, 
Alfred Schindler of St. Louis, 
board chairman of the National 
Federation of Sales Executives, 
asserted here at the federation’s 
eastern regional conference. Nearly 
1,500 attended. 

“No longer can the manufacturer 
merely entertain the public with 
ads,” said Mr. Schindler. “They 
will have to be designed to create 
wants.” 

He said the over-all outlook for 
business in 1949 is good but it 
will not match 1948. 

“There will be some adjustments 
this year and we will see prices 
and wages decline,” he predicted. 
“This year will see a strong buy- 
er’s market and many manufac- 
turers will be shocked into the 
realization that they have to rely 
principally on selling for their 
existence. The salesman, as a 
manufacturer’s tool, will be as im- 
portant to business success as the 
tools used for actual production.” 


ea Paul L. Selby, Washington, 
D. C., executive vice-president of 
the National Consumer Finance 
Association, condemned federal 
regulation of consumer credit as 
“ineffective” and tending to re- 
duce mass buying power. 

Morris Pickus, president of Per- 
sonnel Institute, Inc., Chicago, 
said the U. S. needs as many in- 
stitutions for analyzing the abili- 
ties of workers as it does hospitals. 
Declaring that aptitude testing has 
been oversold, he said the greatest 
value of testing is not in selection 
but in analyzing employes to im- 
prove their work. 


Snow Storm Increases Radio 
Audience on Pacific Coast 


The snow storm on the Pacific 
Coast boosted radio listenership 
to an all-time high. According to 
the January Pacific Hooperatings, 
the average evening sets-in-use 
was 39.1, up 10% over the pre- 
vious record. 

Jack Benny placed first among 
the first 15 programs in the Janu- 
ary report, with Walter Winchell 
second, and Fibber McGee & Molly, 
third. The average evening sets- 
in-use was 39.1, up 5.8 from the 
last report, and 3.8 from a year 
ago. The average evening rating 
was 10.1, up 0.7 from the last re- 
port, with no change from a year 
ago. 


Heseman Tells 
How Management 
Acts on Budgets 


(Continued from Page 1) 
portant sales—to management— 
either because it does not have a 
good package to sell or, having a 
good selling package, it does a 
wholly inadequate job of prepa- 
ration and presentation.” 

On the other hand, if there is 
disagreement between manage- 
ment and marketing men, “man- 
agement has fallen down on its 
job because, either it is not suffi- 
ciently market-minded to meet the 
actual requirements of the busi- 
ness, or because it is unwilling to 
take the needed calculated risks 
for the returns which could not be 
immediately seen or could not be 
mathematically predicted.” 


as Management, he pointed out, 
must operate a business for the 
best interests of owners, employes 
and customers, and therefore has 
a balancing job to do between the 
various departments of the busi- 
ness. 

Since marketing men cannot 
predict results of a business devel- 
opment program as accurately as 
production men can predict results 
of new machinery, he said, it is im- 
portant that management “make 
sure that it understands market- 
ing and appreciates the proper 
limitations surrounding the tools 
with which it works.” 

“Management,” Mr. Heseman 
declared, “must realize that in 
dealing with a marketing budget 
or program recommendation, it is 
pretty much obliged to open up 
its imagination to a full-throttle 
position and be prepared to do 
some calculated risk taking based 
on all available data and informa- 
tion at hand.” 

“It is not enough for manage- 
ment to be an extremely competent 
and efficient operator that can 
turn out high quality goods at the 
lowest possible cost. Beyond this 
primary mission, it must be able to 
think about customer reactions and 
attitudes, prices, promotions, ad- 
vertising, distribution and about 
all matters that relate to keeping 
the company’s franchise alive... 


s “If management will recognize 
that programming and budgeting 
by marketing is largely a problem 
of intangibles and demanding of 
much imagination and sound busi- 
ness judgment, rather than of cold 
precise calculations, it will have 
gone a long way toward becoming 
‘marketing-minded.’ 

“This is not by way of saying,” 
he added quickly, “that either mar- 
keting or management should seize 
upon such ‘infant’ scientific de- 
velopments as have been made in 
the marketing area as a substitute 
for good sound business judg- 
ment...” 

Management, he asserted, must 
have “the willingness to plan a- 
head in marketing, and the will- 
ingness to hang onto those plans 
until they are fulfilled or it is 
absolutely imperative that they be 
abandoned. I don’t think any 
planning is adequate that only 
prepares for the next year. Real 
planning ought to look two, three, 
or four years ahead.” 


w Turning to failures of marketing 
men in clarifying their problems 
and programs to management, Mr. 
Heseman scored sales and adver- 
tising recommendations which, by 
their nature, are “hat in hand” 
requests for departmental allow- 
ances: “There are too many of 
these. When they occur, it is time 
for management to take a hard 
look at their over-all sales objec- 
tives and determine whether they 


have the right people to carry out 
such marketing responsibilities as 
are involved.” 


s Management, he told the Evans- 
ville sales executives, “can be in- 
terested only in budget or program 
recommendations that: 

“1. Disclose a real understanding 
of the over-all objectives of the 
business; 

“2. Show thorough study, analy- 
sis and appraisal of the market to 
be reached and how it is to be 
done; 

“3. Show full knowledge of the 
company’s present competitive 
position—its probable future trend 
—and a sound appraisal of it; 

“4. Clearly define the part that 
sales and advertising can play in 
attaining company objectives un- 
der the competitive conditions that 
exist; 

“5. Reflect such necessary testing 
of the recommended ideas as will 
give reasonable confidence in the 
conclusions reached; and 

“6. Show how profits can be 
protected or expanded in the ap- 
plication of the program—not only 
today, this month or this year, but 
also during the years ahead. 

“Likewise,” he continued, “the 
marketing executive should in- 
clude all of his arguments in sup- 
port of his case at one time and 
he should submit, with his argu- 
ment, all of the ‘case material’ 
and evidence he has used in ar- 
riving at his viewpoint.” 


@ Mr. Heseman chided adver- 
tising and sales executives for 
their failure to think in terms of 
profits. “Marketing men,” he said, 
“rather universally appear to think 
of themselves as being ‘profit- 
minded’ and yet, while it may 
come as a rude shock to some, I 
submit that not even in the major- 
ity of cases is that true. It seems 
to me that far too many marketing 
executives think of growth and 
progress only in terms of addition- 
al units sold. 

“The facts, of course, are that 
additional units are a matter of 
profit only if they produce enough 
gross revenue to yield a net pro- 
fit after all of the marketing and 
overhead expenses are paid.” 


Dell, Macfadden 
Settle Title Suit; 


Former Drops Logo 


New YorK—Macfadden Publica- 
tions and Dell Publishing Co., along 
with American News Co., which 
was co-defendant with Dell, have 
signed a stipulation covering the 
disagreement over the similarity 
between Macfadden’s Sport and 
Dell’s Sports Album (AA, July 19, 
48). 

The principal objection was to 
the logotype of the original issue 
of Sports Album, dated March- 
May, 1948. After Macfadden’s mo- 
tion for a temporary injunction was 
denied, Dell “voluntarily and free 
of any compulsion” changed the 
logotype on its second and third 
issues of the quarterly. 

Dell said it had no intention of 
reverting to the original logotype 
of Sports Album, and Macfadden 
said the discontinuance removed 
all of its objections to Sports Al- 
bum. The companies agreed that 
the action be discontinued and 
marked “settled.” 


Richards Appoints Williams 


John Somervell Williams, mem- 
ber of the copy board and copy 
supervisor at Newell-Emmett Co., 
New York, for the past 14 years, 
has joined Fletcher D. Richards, 
Inc., New York, as director of the 
copy department. 


Wright to ‘Cosmopolitan’ 


Washburne Wright, formerly 
with Crowell-Collier Publishing 
Co., as Detroit representative of 
Collier’s, has been named Detroit 


manager of Cosmopolitan. 
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Spadea Moves Office 
Spadea Fashions, Inc., and Spa- 


Elects Morris Kates V. P. 


Morris H. Kates, art director of 


dea, Inc., New York, have moved | Lloyd, Chester & Dillingham, New 


their offices from 270 Park Ave., 
to their own building at 253 E. 
50th St. 


| York, since its founding in 1933, 
| has been elected a director and 
| vice-president of the agency. 
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| processors, 
‘spindle capacity. Contracts were 


Sun Glass Group 
Uses Standards 
As Sales Wedge 


(Continued from Page 1) 
glasses from the grind-and-polish 
because of lack of 


let to processors who made the 
lenses from plate glass, which pre- 
viously had been ground and pol- 


|ished, and then thermally curved 


for lenses. 

After the war these companies 
used the term “ground and pol- 
ished” in their copy, and prompt 
Federal Trade Commission action 
ensued. 


ws Three years of hearings fol- 
lowed, and finally the companies 
using plate glass were permitted 
to say “ground and_ polished” 
wtth the explanatory phrase. These 
glasses will meet five standards 
established by the Commission of 
Opticians of the State of Conn- 
ecticut, and SSSGI is intended to 
impress trade and consumers with 
the necessity of buying good per- 
formance in sun glasses. 

SSSGI has contracts with pro- 
cessors to use the seal only on 
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Advertising Age, February 14, 1° .9 


[Thar ean sn ae vtoes ecurenn ween oss See: See 

SAFETY STANDARD—With this copy, Safety Standards for Sun Glasses, Inc., mace 

its entry into the field, pointing up a drive by- plate glass lens makers, now free 

to use “ground and polished” after an FTC decision. Schuyler Hopper Co. is the 
agency. 
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perfect lenses, and four companies 
have thus far agreed; it is now 
negotiating with the sellers of 
glasses, because processors may 
only sell to selling companies 
which have contracts with SSSGI. 

The four processors so far signed 
are Regal Glass Corp., Modern 
Glass Processing Co., Irving Lam- 
pert Co., and New York Eye 
Protective Co. The sellers are now 
being contacted, and are supposed 
to be “enthusiastic” about the 
development. 

SSSGI is, however, neither an 
association nor a foundation. It is 
a personal corporation, formed 
Dec. 20 with J. L. (Butch) Arnold 
as president and stockholder of 
record. 


a Mr. Arnold, veteran New York 
advertising and 
promotion man, 
: told AA that his 

group will be able 
5 to produce “fine 
sun glasses’ for 
$1. 

He said the 
group hopes to 
place advertising 
in drug, tobacco 
and super service 
station business 
papers, probably 
in March issues. In June or July, 
SSSGI will have copy in maga- 
zines and possibly some newspaper 
groups, aimed at explaining to 
customers the security the seal 
offers to them. Schuyler Hopper 
Co. is the agency. 

It is thought likely that the pro- 
ducers of expensive sun glasses, 
those whose lenses are individ- 
ually ground and polished, may 


J. L. Arnold 


strike back by creating a similar} 
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all metalworking business 


is done in the plants 


reached by J FTEEL 


Every week your advertising in STEEL reaches 


100,000 top metalworking men who make the 


buying decisions in these plants. 


STEEL makes 


your advertising dollars worth more. 


seal. 

Other companies besides the 
four now eligible to use the SSSGI 
seal may do so by contracting with 
SSSGI, provided they can meet 
the fairly stiff production and 
sales requirements—which tend to 
eliminate smaller operators. 


ea Mr. Arnold formerly worked 
with CBS. He was engaged in 
building a joint radio industry 
presentation. Before CBS he was 
promotion director of Modern In- 
dustry for five years, and prior 
to that time was with Standard- 
Coated Products division of In- 
terchemical Corp. For a number of 
years he operated J. L. Arnold 
Co., an agency. 

He concedes that SSSGI will 
probably not have enough bud- 
get to build consumer demand this 
year; its 1949 target will be the 
trade, to try to build an awareness 
among sun glasses sellers of what 
the seal means. In 1950 the com- 
pany will embark seriously on 
consumer promotion. 

“We hope to attract buyers from 
the lower-class sun glasses be- 
cause of quality, and from the 
upper-class glasses because of 
price,” said Mr. Arnold, “and we 
hope to get more people to telling 
the truth about what goes into 
their glasses.” 


Dosie & Johnson 
Offers Low-Cost 
4-Color Process 


MILWAUKEE—A new full-color 
printing process which permits re- 
production of Kodachromes, paint- 
ings and drawings at a low cost, 
has been introduced by Dosie & 
Johnson Co., lithographer, a/ter 
11 years of research. ~ 

The process, named Vita-Color, 
can be used for printing color ma- 
terial at a cost which, in some 'n- 
stances, is less than the plaies 
alone in existing methods. 

One hundred 9x12” bleeds, ‘or 
example, cost $195; 1,000 cost $240; 
5,000 cost $395, and 10,000 re 
priced at $550. 

The research leading to devel. p- 
ment of Vita-Color producec 4 
mathematical method of pre ‘e- 
termining the spectral qualities of 
color work, thus breaking a co oF 
original down into the three p’i- 
mary divisions, yellow, red ¢.d 
blue, and eliminating hand c '- 
rection and retouching. 

Color controls are preanaly? 4, 
using a color densitometer, «14 
additional steps are controlled by 
photo-electronic devices in the « ‘'- 
conditioned, dust-proof laborat: ‘Y. 

Special equipment designed 14 
built by the firm has been uv ed 
in a two-year test of a cross-s © 
tion of commercial work and, ° 
cording to the company, has bi 2 
perfected to the point where c.!- 
endars, displays, catalogs, dir t 
mail and other promotion mate: 4! 
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Wallis Armstrong, 
Pioneer Philadelphia 
Agency Chief, Dies 


[OORESTOWN, N. J.—F. Wallis 
A mstrong, who founded the Phila- 
d |phia agency which later became 
Ward Wheelock Co., died Feb. 8 
ai Meadowview Farm, his estate 
ncar here. 

wr. Armstrong, who was 78, re- 
tied from active business in 1938 
afier a 40-year association with 
advertising. He set up his own 
company, the F. Wallis Armstrong 
Co, in 1910 and upon his retire- 
ment in 1938 turned the agency 
business over to Mr. Wheelock, 
with whom he had been associated 
for 25 years. 

A pioneer in the advertising and 
agency fields, Mr. Armstrong listed 
among his early clients such long- 
established companies as the old 
Victor Talking Machine Co., Camp- 
bell Soup Co., Stephen F. Whit- 
man & Son (Whitman’s candies), 
Fels & Co. and Scott Paper Co. 
He counseled them not only on ad- 
vertising strategy but merchandis- 
ing, pricing, styling and other 
services he believed an agency 
should offer its clients. 


a The original Armstrong agency, 
although comparatively small— 
Mr. Armstrong wanted it that way 
—retained its relatively small list 
of top-notch advertisers for many 
years, Victor since 1898, Campbell 
Soup since 1907 and Whitman’s 
candies since 1910. The latter two 
are still Ward Wheelock Co. ac- 
counts. 

Early in his business career, Mr. 
Armstrong served with the old 
Camden Courier, then as a free- 
lance advertising broker and as a 
space salesman with Curtis Pub- 
lishing Co. A recognized breeder 
of thoroughbred horses, he was 
named to the New Jersey Racing 
Commission in 1946. 


RALPH C. CAPLES 
DIES IN SARASOTA 


SaRASoTA, FLA.—Ralph C. Caples, 
77, founder and president of the 
Caples Co., New York, died on Feb. 
7 at his home here. Mr. Caples, 
whose agency specializes in travel 
and transportation advertising, 
entered railroading after his grad- 
uation from Princeton in 1898. 

He became an executive of the 
Western Maryland Railroad and 
later general traffic agent of the 
New York Central System. In 1918, 
after a brief period as vice-presi- 
dent of the Willys Overland Auto- 
mobile Co., he joined the Reming- 
ton Advertising Agency of Chicago, 
which was reorganized in 1921 as 
the Caples Co. with offices in Chi- 
cago, New York, Omaha and Los 
Angeles. 


HANS PEDER OLSEN 


\IILWAUKEE—Hans Peder Olsen, 
19, chairman of the board of the 
Olsen Publishing Co., publisher of 
dairy trade journals, died Feb. 7 
aft-r a long illness. 

\ir. Olsen was born in Denmark 

came to the United States as 

ung man. He operated cream- 

; in Wisconsin and Minnesota 

in 1899 won an international 
‘er making contest at the St. 

s world fair. 

!e managed the Dairy Record 
In 5t. Paul in 1904. In 1910 he 
op ned his own publishing busi- 
here. The first issue of his 
B ter, Cheese & Egg Journal 
w the National Butter & Cheese 
Jo rnal) appeared in 1911. The 
ii a also publishes Dairy Indus- 
'r -s Catalog, Milk Dealer and Ice 
am Review. Mr. Olsen also built 
the company into one of the 
ls ‘est commercial printing plants 
1 ‘he Midwest. 

irvivors include a son, Lester 
O. en, who is president of Olsen 
P. lishing Co. 


U. S. CofC Urges 
More Informative 
Product Labeling 


WasHINGTON— The U. S. Cham- 
ber of Commerce reported last 
week that informative labeling 
can lower unit cost of distribution 
by reducing the number of man 
hours per sale. 

A detailed chamber discussion 
of labeling techniques rejects “A- 
B-C grade labeling” but calls for 
maximum information on quan- 
tity, price and quality “up to the 
point where economy of production 
or distribution is threatened.” 

In deciding what should be 
shown on labels, it is necessary to 
do a thorough market research 
job, the chamber’s domestic distri- 
bution department said. 

Among the related topics for 
market research are (1) The na- 
ture and behavior of the pros- 
pective customers involved; (2) 


quality, packing and price specifi- 
cations, and (3) effectiveness of 
Iabeling techniques in the market 
place. 

Asserting that “advertising holds 
one of the best hopes of lowering 
unit distribution expense,” the re- 
port calls for a close tie-in be- 
tween labeling information and 
copy themes, particularly in sup- 
plementary and point-of-purchase 
advertising. 

“To reduce distribution costs 
advertising must take over an 
ever increasing percentage of the 
combined job done by advertising 
and personal selling,” the chamber 
observed. 


a In addition to point-of-sale 
material, the chamber calls for the 
“whole range of advertising know 
how” to back up newly introduced 
informative labels. 

Through advertising, it explains, 
the new labeling features can be 
explained and associated with the 
trademark of the specific produc- 


ers. 

The chamber said that respon- 
sible business men no longer object 
to continued enforcement by gov- 
ernment of protective label safe- 
guards against fraud or misrep- 
resentation, or of health and safety 
standards. 

It agreed to participation by 
government in the development of 
standards and testing methods, but 
it insisted that quantity, price and 
quality labeling are “properly the 
exclusive concern of private man- 
agement under the _ traditional 
American way of life.” 


Havemeyer Becomes Partner 


H. Mitchell Havemeyer, ex- 
ecutive art director of Hazard Ad- 
vertising Co., New York, for the 
past three years, has been made 
a partner of the agency. 


Abbate-Swift Names Seidel 


Abbate-Swift, Inc., New York, 
manufacturer of Slim-U-Ette fash- 
ions, has appointed Seidel Adver- 


tising, New York, to handle its 
advertising. 
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UNDRED-ARMED, metal-muscled 
“specialists’”’ farm America’s 
land, more and more. They increase 
and improve usable acreage, and its 
yield. Through the tireless efficiency 
of these powerful and specialized ma- 
chines, this country’s farms are rapidly 
evolving into “big business’ as well 


as a new way of life. 


The farmer evolves, too. A bigger 
producer, he becomes also a bigger 
consumer—a twin user. 


One twin, the businessman, contin- 
ually seeks more and better equipment 
for the operation of his farm estab- 
lishment. The many rewards of greater 
productivity have whetted his indus- 


trial appetite. 


Today’s farm family consumes a 
smaller and smaller proportion of 
the products it grows, and buys a 
larger and larger proportion of 
the goods it consumes. 
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The other twin, the man—and his wife 
and his children—seek satisfaction of 
personal wants. The introduction of 
once-undreamed-of conveniences and 
luxuries into farm families’ hard- 
working days has broadened their 
vision of the better life. 


For those who sell, or ought to sell, 
in the American agricultural field, 
these changing conditions—and the 
character of the market—are funda- 
mental considerations in the planning 


It is axiomatic: where evolution 
occurs in a market, there must also 
be evolution—sometimes even a revo- 
lution—in the policies and plans of 
those who sell to that market. 


3 million tractors and 35 million other machines, that do everything 


from hoe fields to collect beet tops, utilize more mechanical power 
on this nation’s farms than exists in all of America’s factories. 


...are changing your market 


As Dr. Vergil Reed, Associate Di- 
rector of Research for the J. Walter 
Thompson Company, writes in a 
newly issued study: ‘““The rapidity 
of mechanization among America’s 
6 million farm establishments seems 
still to be accelerating.” 


This major trend, plus other im- 
portant changes and facts affecting 
the farm market—its present and 
future potentialities—is summar- 
ized and interpreted in readily di- 
gested form in Dr. Reed’s study. 


For the significance of the evolu- 
tion in today’s farm life, you may 
wish to have Dr. Reed’s pamphlet 
*“*THE FARM MARKET—Some Basic 
Trends and Changes” on your desk. 
It is available without obligation. 
Write for your copy to J. Walter 
Thompson Company, 420 Lexing- 
ton Avenue, New York 17, N. Y. 
Twenty-two other fully staffed 
offices located in strategic cities all 
around the world. 
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Aldens Brochure 
Aims at Graduates 


Cuicaco—Aldens, Inc., which 
has developed an impressive list 
of policy and practice booklets for 
its officers and employes, has put 
a number of the booklets together 
in a new brochure to attract pro- 
spective executives to its staff. 

Jack C. Staehle, Alden’s direc- 
tor of industrial relations, who has 
developed a variety of educational 
materials for the mail order house, 
prepared the new “Graduate’s 
Guide” to inform college gradu- 
ates and business course students 
about opportunities at Aldens and 
as a help to the job seeker on 
“How to Sell Your Services to the 
Employer Whom You Select.” 

The assembled materials, show- 
ing Aldens’ personnel policies, its 
merchandising principles, history, 
etc., have been sent to job place- 
ment offices of U. S. colleges. 

The mail order house has been 
showing 16 mm. sound movies at 


ve ee es 
o ae eo 


its plant here to entertain employes 
during the lunch periods. Comedies, 
musical films and educational films 
are being shown one to three days 
a week now and will be shown 
daily later. 


Abbott Kimball Names Jones 


Fred R. Jones has been named 
copy chief of Abbott Kimball Co. 
of California, Los Angeles. He was 
formerly with Ruthrauff & Ryan 
as copy chief in San Francisco, and 
more recently an account executive 
in R&R’s Los Angeles office. Lydia 
Hamren, formerly office manager 
of the Los Angeles office of Mc- 
Graw-Hill Publications, has been 
eee secretary of Abbott Kim- 

all. 


McKim Agency Names Two 


Phillip H. Tedman, formerly 
with J. J. Gibbons, Toronto agen- 
cy, has been appointed director of 
the Toronto media department of 
McKim Advertising. A. R. Hack- 
ett, formerly manager of the 
Toronto office of Stewart-Lovick 
& Macpherson, has been named 
account executive. 
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comes in loud and clear in a larger area 


than any other station in the U.S. A.” 
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*ASK ANY JOHN BLAIR MAN TO PROVE IT. 


Nielsen Figures on Top-Rated Shows 


Week of Jan. 2-8, 


1949 


All figures copyright by A. C. Nielsen Co. 


EVENING, ONCE-A-WEEK, 
TOTAL AUDIENCE 


Cur. Prev. . Points 
Rank Rank Rating Change 
1 1 Lux Radio Theater...... 34.2 19 
2 re «. rere 31.3 5.1 
3 3 Fibber McGee & Molly. RK 2.6 
4 5 Godfrey's Talent Scouts. .27.2 2.0 
5 7 My Friend Irma........ 26.5 2.4 
6 8 Walter Winchell ....... 26.4 3.3 
7 17 Amos 'n’ Andy......... 26.2 6.7 
8 6 Un baehebs es ccs ¢ 24.2 —08 
9 73 Truth or Consequences. ..23.4 9.0 
10 St ee a an he nae 23.1 44 
ll 16 Mr. District Attorney... .22.8 1.7 
12 21 Mystery Theater ....... 22.6 3.0 
13 Be Ge SE pavccsene 22.4 1.0 
14 12 People Are Funny....... 218 —0.1 
15 ee AE EE Ua wandewecee’ 21.8 1.3 
16 28 Adventures of Sam Spade.21.4 3.7 
17 a cone ne lacks ab 21.3 0.8 
18 54 Your Hit Parade........ 21.1 6.1 
19 46 This Is Your Life....... 21.1 T2335 
20 26 Inner Sanctum ......... 20.9 2.5 


15-60 MINUTE PROGRAMS 
AVERAGE AUDIENCE 


Cur. Cur. Points 
Rank Rank Program Rating Change 
1 Lux Radio Theater...... 26.3 +2.3 
2 7 ' ep 25.3 3.7 
3 5 Walter Winchell ....... 23.7 3.5 
4 3 Fibber McGee & Molly. . .23.5 T33 
5 6 My Friend Irma........ 21.3 0.8 
6 13 Mr. District Attorney... .19.9 2.7 
7 9 Godfrey's Talent Scouts . .19.6 1.3 
8 BP BE Be ccc ccess 19.1 3.9 
9 8 People Are Funny....... 18.8 +0.7 
10 ae tr Cee abs kb nce ses 18.7 +14 
ll 67 Truth a Consequences...18.4 +8.3 
12 ee GU ccvecnadedade 18.0 0.8 

34 Bob H ~" sells So ac lies, ile 17.9 4.7 
14 22 Stop the Music (4th Qtr.) .17.8 3.2 
15 16 Mystery Theater ....... 17.7 +1.7 
16 12 Duffy's Tavern ......... 17.1 +08 
17 36 Aldrich Family ........ 16.6 +2.3 
18 14 Suspense ............. 16.6 135 
19 19 FBI in Peace and War. ..16.6 2.0 
20 25 Burns and Allen........ 1466 +18 


EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 


1 2 vest is news 19.3 48 
2 2) Seow 15.6 fis 
3 5 Jack Smith Show....... 13.9 11 


1 2 When a Girl Marries... .13.6 2.2 
2 8 Young Widder Brown... .13.1 2.7 
3 3 Backstage Wife ........ 13.0 1.4 
4 ee arene 12.4 1.7 
5 4 Right to Happiness..... 12.1 0.8 
6 6 Pepper Young's Family. ..12.1 1.3 
7 5 Portia Faces Life....... 12.0 15 
8 15 Lorenzo Jones ......... 11.8 2.1 
9 1 Arthur Godfrey (Ligg. 
3 eer 11.3 ny 
10 14 Ma Perkins (CBS)...... 10.2 0.4 
ll 9 Our Gal Sunday........ 10.2 0.2 
12 17 Just Plain Bill......... 10.1 11 
13 2 (> vankaaee ces 10.0 0.0 
14 18 Ma Perkins (NBC)...... 9.8 0.2 
15 31 Jack Armstrong ........ 9.8 2.2 
DAYTIME, SATURDAY OR 
1 1 True Detective Mysteries. re —1.6 
2 2 Quick as a Flash....... —0.8 
3 4 House of Mystery....... 33 0.0 
4 18 One Man’s Family...... 13.5 3.3 
5 6 Armstrong Theater ..... 13.3 2.3 


Shows that Switched 
to CBS Score Gain 


on Nielsen Rating 


Cuicaco—Lucky Strike’s Jack 
Benny, “Amos ’n’ Andy” (Lever 
Brothers’ Rinso), and Wildroot’s 
“Adventures of Sam Spade” all 
moved up the A. C. Nielsen radio 
index scale for the period Jan. 2-8, 
following their shift to the Colum- 
bia network. 

Benny scored a 5.1 increase, put- 
ting him in second spot, just be- 
hind the CBS “Lux Radio Thea- 
ter.” “Amos ’n’ Andy” racked up a 
6.7 point rise and moved from 17th 
to seventh position on the latest 
report, and “Sam Spade” moved 
into the top 20 for the first time 
this season, from 28th to 16th 
place. 

Competing National Broadcast- 
ing Co. shows suffered a sharp de- 
cline in listenership, according to 
Nielsen. The Alice Faye-Phil Har- 
ris show (Rexall Drug), which 
bucks the popular blackface team, 
skidded from second slot last re- 
port to the 27th peg on the current 
tabulation. And Ford’s Fred Allen, 
scheduled opposite “Sam Spade,” 
who incidentally follows “Amos 
’n’ Andy,” slipped from 10th to 
28th spot. 


a American Tobacco’s “Your Hit 
Parade,” which landed in 54th 
place on the rating which covered 
the Christmas night broadcasts, 
this time was back with the lead- 
ers, in 18th place. And “Truth or 
Consequences” (Procter & Gam- 
ble), which landed in 73rd position 
Christmas night, moved back to 
No. 9 on the current list. 

Top daytime shows increased 
listenership to the point where 
Arthur Godfrey (Liggett & Myers) 
dropped to ninth place, although 
there was relatively little other 
change except the initial appear- 
ance of “Jack Armstrong” in the 
first fifteen. General Foods’ “When 
A Girl Marries” was back on top 
in the latest scale. 

Radio use per home per day was 
calculated at 4.9 hours, 2% below 
that of the last report and fraction- 
ally lower than the figure for the 


corresponding period last year. 


1 3 pwd Feel nas sina 15.4 4.2 
2 i eer 5 1.7 
3 5 tack Smith aor 11.4 1.2 
15-30 MINUTE PROGRAMS 

1 2 When a Girl Marries....118 +2.0 
2 1 Backstage Wife......<.. 11.8 1.3 
3 9 Young Widder Oba 11.5 2.6 
4 @ Bee ee gnaw os0; 11.3 2.1 
5 3 Right to Happiness..... 10.8 +0.7 
6 4 Portia Faces Life....... 10.7 +1.4 
7 5 Pepper Young's Family...10.6 +-0.9 
8 16 Lorenzo Jones ......... 10.5 +2.3 
9 7 —, —— (Ligg. 

EE. bawekccess 91 +401 

10 ll Ma perkins” 9.1 0.2 
ll 8 Our Gal Sunday........ 9.1 0.3 
12 i ° erp 8.9 0.2 
13 13 Romance of Helen Trent.. 8.7 +0.1 
14 25 Second Mrs. Burton..... 86 +1.2 
15 15 Just Plain Bill......... 85 +09 
SUNDAY, 5-60 MINUTES 

1 1 True Detective Mysteries.14.3 —0.2 
2 S Gulek as a Flash....... lll —0.6 
3 7 Stars Over Hollywood....10.9 +-3.7 
4 -. < Pre 10.5 —1.9 
5 4 House of Mystery....... 10.4 +04 


Madison Adclub Picks Jones 


Robert Jones, advertising man- 
ager of the Mautz Paint & Varnish 
Co., has been elected president of 
the Madison Advertising Club, 
Madison, Wis. Other officers are: 
Edward Kirley, publicity director 
of Arthur Towell, Inc., vice-pres- 
ident; Karl Eisele, Madison News- 
papers, Inc., secretary, and Mrs. 
Charlotte Peterson, advertising 
manager of Carmen’s and Wolden- 
burg’s, treasurer. 


Jacobs Appoints Bell 


James A. Bell, formerly director 
of utility sales of Electromaster, 
Inc., Mt. Clemens, Mich., has been 
named director of distribution in 
the appliance division of F. L. 
Jacobs Co., Detroit. He will be in 
charge of merchandising activities 
of the distributor organization of 
Launderall. 
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Calvert Launches 
Full-Page Test 
in New York Area 


New York—Calvert Distill« ; 
Corp. last week began a reco)d 
campaign in the New York metr - 
politan area, using full pages , 
16 newspapers including suburb: 
Long Island and emphasizing t! e 
“switch” theme. 

Although the drive was said » 
be a test, and might be spread o 
other cities, its ostensible purpo e 
was to put Calvert back in tie 
No. 1 slot in New York, a position 
it occupied in prewar days. A-- 
cordingly, it will run for montis 
here. 

The full page was headed “New 
Yorkers join big switch to bette-- 
tasting Calvert.” Its text, which 
stuck close to newspaper style, 
was a composite of Calvert ad 
treatment, from a simulated out- 
door poster to a cartoon from its 
“metropolitan moments” series— 
not neglecting W. W. Wachtel, 
Calvert president, who promised 
the public “the finer, lighter 
blended whisky it prefers, at the 
fairest possible price.” 

Copy boxes emphasized the 
switch theme, played up blends 
(Calvert—and all the Seagram 
companies—is committed to blends, 
and has no straights to sell, as do 
its competitors), and included a 
“whisky quiz” which divulged 
that bonded is not necessarily a 
guarantee of quality, that age 
doesn’t guarantee whisky (Calvert 
is battling Schenley’s back label 
copy) and explains what grain 
neutral spirits are (“an alcoholic 
distillate like whisky . . . but more 
highly refined’’). 

Lennen & Mitchell is the agency. 


Five Appoint Mogge-Privett 
Mogge-Privett, Inc., Los An- 
geles, has been named to handle 
the advertising of Hamlin W. Ner- 
ney, Ford sales and service; West- 
ern Divisions, Inc., automotive 
products distributor; J. A. Hogle, 
investment securities; Kernels 
Cigar Co. and Wagner-Metcalf 
Corp., manufacturer of Tel-O-Aid. 


Blakiston Appoints Wehner 


John M. Wehner Jr. has been 
appointed advertising manager of 
Blakiston Co., Philadelphia, suc- 
ceeding J. S. Marie, who has re- 
tired. Mr. Wehner was formerly 
advertising manager of Sunroc Re- 
frigeration Co. and has been with 
Blakiston since last August. 
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/d Council Gives 
Support to 1949 
Fed Cross Drive 


WASHINGTON — The Advertising 
¢ uncil is giving full support to 
one of the most intensive advertis- 
i; g eampaigns in Red Cross peace- 
tine history, carrying the Red 
c-oss fund appeal through news- 
p pers, radio, television, magazines 
and outdoor advertising. 

r. S. Repplier, president of the 
council, and Henry C. Wehde Jr., 
staff executive, are directors of 
the council’s Red Cross campaign. 
Philip J. Kelly, director of adver- 
tising and promotion, National Dis- 
tillers Products Corp., is the vol- 
unteer coordinator at the request 
of the Association of National Ad- 
vertisers. 

Compton Advertising, New York, 
is the volunteer advertising agency, 
preparing copy and layout for the 
Red Cross advertising plan book. 
William Geoghegan is Compton’s 
account executive for the project. 
Art work for the ads was contrib- 
uted by John Falter, Robert Fink 
and Alfred Muenchen. A full-color 
reproduction of Mr. Falter’s paint- 
ing illustrating the “Quality of 
Mercy” will appear in the Feb. 21 
issue of Life. 

Through the cooperation of the 
Outdoor Advertising Association 
of America and numerous adver- 
tising companies, the Red Cross 
campaign poster will be displayed 
from coast to coast. New York 
City companies which worked on 
various phases of the advertising 
plan book, giving special rates be- 
cause it was for the Red Cross, are 
Advertising Agencies Service Co., 
Walker Engraving Corp., Reilly 
Electrotype Co., and Hinkhouse, 
Inc. 


GRAY SUPERVISES 
ECONOMIC DRIVE 


New YorK—Robert M. Gray, ad- 
vertising and sales promotion man- 
ager of Esso Standard Oil Co., 
has been appointed coordinator of 
the Advertising Council’s campaign 
for a better understanding of the 
American economic system. 

Mr. Gray has been a member of 
the council board since Sept. 16, 
1948, and also serves as a director 
if the Association of National Ad- 
vertisers and the Audit Bureau of 
Circulations. 

As coordinator of the economic 
system campaign, Mr. Gray will 
supervise the activities of the coun- 
cil staff and the volunteer agencies 
in preparation and dissemination 
of advertising for the campaign. 
Volunteer agencies on the project 
are J. Walter Thompson Co., Bat- 
ten, Barton, Durstine & Osborn, 
McCann-Erickson and Young & 
Rubicam. 


Kegg Named European A. M. 
of Time-Life International 


N. Boyd Kegg, formerly adver- 
using manager of Fortune, has 
been named European advertis- 
ins manager of 
Tine-Life Inter- 
na ional, and will 
as ume his post 
in .ondon March 
I It is a new 
po ition, and Mr. 
Ke zg will be on 
le ve of absence 
frm Fortune. 

fe joined For- 
t 1e’s advertising 
Si.ff in Cleve- 
lend as office 
manager in 1929, 
t‘me to New York in 1939 as as- 
sistant advertising director, and in 
Varch, 1947, was named advertis- 
i'g manager. 


WNHC-TV Joins NBC 


WNHC-TV, New Haven, has 
S.gned an affiliation contract with 
N3C. The station already is an 
a ‘iliate of CBS and DuMont and 
i carrying most of the latter’s 
Pp ograms. NBC now is serving 16 
uerconnected television stations. 


W. Boyd Kegg 
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STARTS DRIVE—March Enameledware 
Month, first 1949 campaign of the 
Enameledware Utensil Manufacturers 
Council, Chicago, will be backed by this 
half paae black-and-white ad in the 
Feb. 27 issue of The American Weekly, 
to be followed by another half page in 
the issue of March 20. Displays and other 
tie-ins are available to dealers joining 
the promotion. Ruthrauff & Ryan is the 
agency. 


P&G Using Coupons 
on Ivory and Duz 


CINCINNATI—Procter & Gamble 
Co. has a new twist in coupon pro- 
motions, which it is using on Ivory 
soap and Duz detergent throughout 
the nation. 

Customers pick up the coupons 
in grocery stores. One of them, 
for example, with wrappers from 
each of the large, medium and per- 
sonal-size bars of Ivory, can be 
redeemed from P&G for 15¢ cash. 

-This method of couponing was 
conceived by P&G. The only ad- 
vertising used has been store 
posters and local radio. Stores in 
all cases have not agreed to hand 
out the coupons but the vast ma- 
jority have, P&G executives say, 
adding that the method has proved 
highly satisfactory. 


Levys Resign from Active 
Management of WCAU, Inc. 


Dr. Leon Levy, president and 
general manager of WCAU, Inc., 
Philadelphia, and Isaac D. Levy, 
vice-president and general coun- 
sel, have resigned their positions 
in the direct management of 
WCAU, WCAU-FM and WCAU- 
TV, effective April 1. The two, 
however, will continue to be on the 
board of directors of WCAU, Inc., 
and also will act in an advisory 
capacity to the station manage- 
ment. 

The press of personal business 
and outside activities were given 
as the reason for resigning from 
active management of the stations 
they helped found. The Levys are 
establishing their own business of- 
fices at 123 S. Broad St. Both men 
are on the board of directors of the 
Columbia Broadcasting System. 


Durstine Closes Office 


Roy S. Durstine, Inc., New 
York, last week announced the 
closing of its Cincinnati office, and 
the relinquishment of its Cincin- 
nati accounts. These included Steel- 
craft Mfg. Co., Philip Carey Mfg., 
Victor Electric Products, W. W. 
Welch and Thorobred Co. It was 
thought likely that Frederic Kam- 
mann, vice-president and manager, 
and W. R. Northlich, director of 
client service of Durstine, may go 
into the agency business together, 
using the Durstine accounts as a 
backlog. 


monial of Basil Rathbone, in an 


Mr. Rathbone. Newell-Emmett Co. 


agency. 


Last Minute News Flashes 


20 Magazines on New Kleinert List 


New York—I. B. Kleinert Rubber Co. will launch a spring advertis- 
ing campaign for its waterproof products such as bathing caps and in- 
fants’ underwear in American Baby, Baby Care Manual, Baby Talk, 
Charm, Commentary, Congratulations, Holiday, Ladies’ Home Journal, 
Life, Mademoiselle, Modern Baby, Modern Miss, My Baby, Parents’ 
Magazine, Photoplay, Seventeen, True Story, Vogue, Young Years and 
Your New Baby. Federal Advertising, New York, is the agency. 


Paint Group Starting $500,000, 3-Year Drive 


WAsHINGTON—The National Paint, Varnish and Lacquer Association 
next month will open a long-considered advertising program which 
calls for four-color page ads monthly for three years in Better Homes 
& Gardens, Country Gentleman, The Saturday Evening Post and Time. 
It will spend $500,000 yearly, through Young & Rubicam. 


First Fatima Ads in Years Run in Magazines 
New YorK—Liggett & Myers Tobacco Co. has launched the first 
magazine advertising in years for Fatima cigarets, featuring the testi- 


undisclosed number of magazines. 


Copy is much the same as the company’s radio spots, which also use 


is the agency. 


G-E Lamps to Have Special Spring Promotion 

CLEVELAND—The General Electric lamp department will launch a 
special spring promotion called “Brighten up Time,” from March 21 
to April 30, with ads in 81 newspapers throughout the country and Bet- 
ter Homes & Gardens, Life, Look and The Saturday Evening Post. The 
company’s “Fred Waring Show” on NBC will also push the special pro- 
motion. Batten, Barton, Durstine & Osborn here is the agency. 


Swans Down Mix Bows on West Coast 


New York—General Foods Corp. is introducing Swans Down instant 
cake mix on the Pacific Coast, launching a newspaper and radio cam- 
paign in Los Angeles this week. The new product was introduced in 
San Francisco and Seattle last week. Young & Rubicam here is the 


As Expected, 
Cosmetics Firms 
Oppose FTC Rule 


(Continued from Page 1) 

“We have no way of knowing 
what customers are buying from 
wholesalers,” Mr. Courtney said. 
“We can sell three times as much 
to chains for half the cost. We 
would have to renounce small drug 
stores if this regulation is adopted.” 


a Mr. Patterson objected specific- 
ally to commission language which 
requires industry members to ex- 
tend benefits to dealers operating 
under price maintenance, or 
where the industry member offers 
merchandising advice and assist- 
ance. 

His alternate proposal required 
the extension of benefits only to 
those with whom the manufacturer 
“carries on a regular, customary 
and repeated merchandising rela- 
tionship.” 

The Toilet Goods Association’s 
committee on trade practice rules 
also objected to the extension of 
benefits to all retailers merely be- 
cause they have been confined to 
resale price maintenance con- 
tracts. The association also pro- 
posed that demonstrators be re- 
quired to wear a badge bearing the 
words “manufacturer’s representa- 
tive” or similar words. 


Kronenwetter Named to Ad 
Production Post at Sylvania 


H. G. Kronenwetter, advertising 
production manager of the radio 
division, has been named manager 
of advertising 
production of the 
lighting fixture, 
lamp, radio, elec- 
tronics and inter- 
national divisions 
of Sylvania Elec- 
tric Products, 
Inc., New York. 

He joined Syl- 
vania in 1928 as 
a radio tube sales 
engineer and pro- 
gressively served 
as sales repre- 
sentative, department supervisor, 
assistant advertising manager and 
advertising production manager of 


H. G. Kronenwetter 


the radio division. 


Display Group Seeks 
Agency Commissions 
for Point-of-Sale 


New YorK—One of the objectives 
of the newly-formed National Win- 
dow Display Installation Service 
Association is the adoption of an 
agreement providing for payment 
of a commission to advertising 
agencies placing business with its 
members. 

NWDISA is described by rep- 

resentatives of its organizing com- 
mittee as a trade association, and 
thus not competitive with Window 
Advertising, Inc., a sales promo- 
tion group. 
Principal objective of the asso- 
ciation will be “to elevate, to im- 
prove and to dignify the window 
display installation service trade.” 
The group will concentrate its ac- 
tivities in four regional zones, 
eastern, western, midwestern and 
southern, and is now planning 
membership meetings in each of 
the four areas. Officers will prob- 
ably be named at a national con- 
vention, scheduled to follow the 
regional meetings. 


s In addition to its program of 
elevating and dignifying the trade, 
and setting up an agency commis- 
sion procedure, NWDISA will serve 
as an information clearing house, 
adopt a code of ethics and stand- 
ards of practice, seek to effect 
the sale of point-of-purchase ad- 
vertising as a mature advertising 
medium, promote service improve- 
ments and sponsor a business con- 
sultant service. 

While no membership list has 
yet been released by the group, it 
is expected that a large percentage 
of the almost 800 window display 
firms listed in the U. S. will even- 
tually become members. Julius R. 
Teich of Superior Displays, 1112 
Boylston St., Boston, is acting sec- 
retary of the organization. Sol 
Fisher, Fisher Displays Co., Chi- 
cago, is chairman. 


McCord, Anderson Join 
Cecil & Presbrey 


Frank P. McCord, formerly with 
Lennen & Mitchell and McCann- 
Erickson, New York, has been 
appointed research director of Cecil 
& Presbrey, New York. 

G. William Anderson Jr., former 
account executive of Weiss & Gel- 
ler, Chicago, has joined the agency 
as assistant account executive on 


Ronson lighter. 


U.S. Ad Groups 
Deny ‘Slavery 
to Statistics’ 


(Continued from Page 1) 
that territory will be running 
around seeking the same data. The 
job may, therefore, be done 20 
times over.’ This is by no means 
necessarily true, because where 
there is more than one newspaper 
in a given market area, the stand- 
ard market data form project be- 
comes a joint effort of all the 
papers involved,” the joint letter 
continued. 


es “In a country the size of the 
United States, with its geographi- 
cal, climatic and racial variations, 
the information contained in these 
forms is not only valuable but 
necessary in planning advertising 
on the local as well as the na- 
tional level. 

“Both of our organizations be- 
lieve that newspaper coverage of 
individual market areas is what 
newspapers have to sell the adver- 
tiser. Isn’t it, therefore, logical 
for the newspapers to give the 
advertisers and their many agen- 
cies, in a standardized form, all 
possible pertinent facts to enable 
them properly to evaluate each 
newspaper’s market? 

“Far from being a ‘slave to 
statistics,’ American advertising is 
seeking to make facts, and more 
facts, work to the greatest advan- 
tage to all concerned in the process 
of distribution—especially to the 
consumer in lower prices.” 


Radio, Appliance 
Dealers Favor ‘W’ 


Cuicaco—More than half of ra- 

dio and appliance dealers favor 
retention of the Federal Reserve 
Board’s Regulation W limitations 
on consumer credit terms. 
This is reported by the National 
Appliance and Radio Dealers As- 
sociation on the basis of first re- 
turns in a survey of membership 
on the regulation. 

However, many of those favor- 

ing the restrictions—which call for 
20% down payments and total 
payment in 15 months on radios 
and appliances costing more than 
$50—also favor amendments to 
extend the time limit to 18 or 
24 months. 
Those opposed to the regulation 
voiced most opposition to the down 
payment and urge a 10% mini- 
mum down payment. A very few 
want higher down payments and 
time-to-pay shortened to a year. 
One reason given by dealers who 
are largely satisfied with Regu- 
lation W is that they believe it 
gives the small dealer a better 
competitive position as chain 
stores and large stores are able to 
handle credit buying more ec- 
onomically. 


‘Ozzie and Harriet 
Return to CBS in April 


International Silver Co., Mer- 
iden, Conn., returns its “Ozzie and 
Harriet” program to CBS effective 
Sunday, April 3, 6:30-7 p.m., the 
same time it is now heard on 
NBC. Coca-Cola’s “Spike Jones” 
program, now heard in that time 
slot on CBS, moves to Saturdays, 
7-7:30 p.m. on CBS, effective 
March 12. 

The “Ozzie and Harriet” show, 
under sponsorship of International 
Silver, was heard on CBS from 
October, 1944, to June, 1948. It 
has been on NBC since October, 
1948. Young & Rubicam, New 
York, is the agency. 


Back to ‘Radio & Television’ 
Radio & Appliance Journal, New 
York, has reverted back to its 
original name Radio & Television 
Journal, the name used from 1939 


to 1946, 
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Way Cleared for 
Employes to Take 
Over ‘Times-Herald’ 


WasHINGTON—Legal barriers 
which prevented employes of the 
Washington Times-Herald from 
taking possession of the newspaper 
were eliminated last week with 
the approval of a compromise set- 
tlement of the estate of the late 
Eleanor M. (Cissy) Patterson. 

Under the compromise agree- 
ment, Felicia Gizycka, daughter 
of Mrs. Patterson, obtains a $400,- 
000 tax-free bequest in place of 
the $25,000 lifetime income spe- 


Herald is required to pay $377,500 
toward this settlement, and a large 
share of any additional costs which 
may be involved. 

In her will, Mrs. Patterson left 
the newspaper to seven of the 
newspaper’s executives. The estate 
was valued at $16,500,000. 


Beech-Nut Maps Biggest Drive 


Beech-Nut Packing Co., Cana- 
joharie, N. Y., will launch the 
largest advertising campaign on 
Beech-Nut gum in its history this 
month in 30 national magazines, 
60 college publications, 15 busi- 
ness papers, numerous Negro pub- 
lications and selective announce- 
ments on more than 250 stations. 
Newell-Emmett Co., New York, is 


in the will. 


The Times-| the agency. 


ELLIOTT WHITE SPRINGS Aas corcllen an- 
every edilor and publisher anew 
il. Fo he had it printed privately a 


copy 
White last, you can secure @ : 

ty wine en =~ and postage lo Springs 
Mills, 200Church Sl, New York 13, MY. 


with 


AUTOMOBILE DEALERS’ 


SERVICE MANAGERS 


‘the A. S. Bennett Survey of the Auto 
Maintenance Magazines proves it. 


. 


ESQUIRE’S PALLADIUM BLONDE—Gregg Sherwood, Esquire’s Palladium Blonde, 

is wearing $100,000 worth of Palladium jewelry as she promotes the Palladium Tone 

merchandise Esquire will feature as part of the Bold Look panorama for spring. 

The exhibit was shown at the convention of the National Association of Retail 
Clothiers and Furnishers in New York. 


Carpet Companies 
Run Special Ads 


For National Show 


New York—The carpet industry 
will hold its first annual carpet 
fashion opening in retail stores 
throughout the country, March 1 
through 10, giving it a send-off in 
New York at a press show of 1949 
carpet fashions on Feb. 25 at the 
Ziegfeld theater. 

The New York presentation, 
titled “It’s No Dream,” will be 
sponsored by the Carpet Institute, 
with members of the institute 
taking special ads to support the 
promotion. 

Alexander Smith and C. H. Mas- 
land will jointly sponsor a three- 
page color insert in the next issue 
of House Beautiful announcing the 
opening. Reprints of this ad are 
being made available to dealers 
for use as an invitation to cus- 
tomers to local carpet fashion 
openings. 


@ Bigelow-Sanford Carpet Co. will 
feature an invitation to visit local 
dealers in color spreads in the Feb. 
26 issue of The Saturday Evening 
Post and March 5 issue of Life, 
following through with a complete 
kit of promotion material and 
ideas. 

A. & M. Karagheusian and Mo- 
hawk Carpet Mills have added 
Vogue to their regular advertising 
schedules for the fashion opening 
and have prepared special displays 
and newspaper ads for dealer tie- 
ins. Special’ opening copy will also 
be carried in all the March inser- 
tions of James Lees and Sons, 
Firth, Masland, Magee and Mo- 
hawk. 

Color pages in the Feb. 27 issue 
of This Week Magazine, Metropol- 
itan Group and independent sup- 
plements in 43 cities have been 
scheduled by Bigelow, Karagheu- 
sian and James Lees to announce 
the openings. Mohawk will use a 
full page in black and white on the 
same date in 18 newspapers. 


@ More than 2,500 department, 
furniture and specialty stores are 
lined up for participation. In To- 
ledo, Atlanta, St. Louis, Los An- 
geles, Indianapolis, Omaha, Balti- 
more, Washington, Buffalo and Al- 
bany, plans are under way for 
city-wide participation under 
sponsorship of local carpet clubs. 
In Portland, Ore., the Daily Ore- 
gonian, working with local dealers, 
will put on a carpet fashion show 
for the public in its auditorium. 
In addition to the various carpet 
companies’ special ads, the major- 
ity of the ads included in the car- 
pet companies’ regular advertising 
|schedules invite consumers to the 
carpet fashion openings. 


Commerce Chamber 
to Hold Marketing 


Sessions March 8-9 


CoLtumBus, O.—The spotlight 
will be turned on the nation’s dis- 
tributive setup here March 8-9 at 
the national marketing conference 
sponsored by the U. S. Chamber of 
Commerce. Nearly a score of busi- 
ness leaders are scheduled to speak 
at the two-day sessions. 

Earl O. Shreve, president of the 
national chamber, who will discuss 
“The Distributor’s Role in Our 
Economy,” will be the featured 
speaker at the conference dinner 


| 


| 


Advertising Age, February 14, 1°49 Hk 6 »ertis 


March 8. Company executives jy 
various fields will speak on the 
present-day retailer’s responsibi |j- 
ties, manufacturer-distributor : e- 
lationships, the cost of distributi », 
services, the service industri»: 
role in the national economy, mi r- 
ket research, personnel and pub (x 
relations. ( 
The conference, to be held at t ie Maid 
Neil House, is sponsored annua ly 945, 
by the national chamber’s Dom«¢ s- 
tic Distribution Department. C: |. BRisti 
umbus and Ohio business men and Mion caps 
educators are cooperating in te 
program. hetic ru 


BSF&D Appoints 2 V. P.s 


William F. Austin Jr., creative 
supervisor in the Detroit division. 
and Richard Reins, executive art 
director in the Detroit division. 
have been named vice-presidents 
of Brooke, Smith, French & Dor- 
rance. 
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New product sales-testing 
CASE HISTORY 91-X 
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product by a large national grocery adver- 


tiser. It shows Burgoyne-Testing pays! 


¢ Three years ago this leader 
introduced a two-for-25¢ item 
against 7¢-8¢ entrenched com- 
petition in five Burgoyne 


markets. 


© Complete coverage with 
specialty men. Large newspa- 
per space plus a coupon deal 
moved the product. Monthly 
Index reports showed they got 
10% of the business. 


ean help you. 
Burgoyne Grocery & Drug JI em ¢ 


DIXIE TERMINAL « 


© Certain of results, they went 
national. Like many Burgoyn. 
clients, this grocery advertise « 
uses this sales-testing servic 


regularly. 


© For all of Case History 91-X, 


write us today. It will give yo 


a concrete example of how w 
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jistillers predict that as many 
\20 new brands of whisky will 
the market this summer as 
o r-year-old straights and bonds, 
aid down right after V-E day in 

945, are released. 

in the later years of the war 
Histillers increased their produc- 
jon capacity greatly to make 200- 
proof (100%) alcohol for syn- 
hetic rubber and other purposes. 
Turned into beverage alcohol, this 

hisky is expected to provide a lot 
pf 85 to 90-proof straight and some 
ew bonds. 

aes 

American Broadcasting Co., New 
York, hopes to have at least one 
pf the current “Stop the Music” 
sponsors (Old Gold, Eversharp, 
Speidel and Smith Bros.) as a tele- 
wision backer when the popular 
adio giveaway goes before the 
ameras. ABC-TV expects to start 
televising the Lou Cowan produc- 
tion—it will not be a simulcast— 
within about a month. 

gee 

Closing of Station WKOB, 250- 
watt daytime Hartford station, is 
believed the initial postwar G.I. 
station casualty (AA, Feb. 7). 
Eighteen months ago a group of 
veterans secured a G.I. loan, bor- 
rowed from friends and relatives 
and launched the operation. When 
WKOB failed to pay—reportedly 
because of lack of experience and 
some lack of cooperation among 
the several partners—the vets tried 
to get a new backer. This didn’t 
jell, however, and now the part- 
ners have notified FCC they will 
surrender WKOB’s license, and 
bankruptcy proceedings will prob- 
ably follow. 

see 

Personal Products Corp., Mill- 
town, N. J., last year received 
more requests for samples of 
Meds than in any previous year, 
and reports that it also increased 
the number of customers for the 
product proportionately. 

The company used 21 maga- 
zines and a special summer cam- 
paign in This Week Magazine in 
the sample promotion, and re- 
ports that call-backs have shown 
that the converts are responsible 
for a high repeat business. 

gee 


Shades of the old Reynolds Pen 
days! B. B. Pen Co. has reported 
selling 4,000,000 B.B. ballpoint 
pens in a six-week anniversary 
sales period (in which it puts a 
special 98¢ price on the pen with 
a refill). The special, promoted in 


The American Weekly, Life, This 
Week Magazine and 150 daily 
newspapers, will be continued to 
March 15. 
aes 

Scotch tape is playing hob with 
the premium business. A. M. 
Andersen, Reuben H. Donnelley 
Corp., has disclosed that the tape, 
used to secure coins in envelopes, 
has doubled Donnelley’s costs in 
removing and counting money 
since the advent of the material. 
Sometimes several feet of it is 
used on a single dime. 


The Ford Motor Co.’s hour-long 
television show, “Ford Theater,” 
currently heard once a month on 
CBS, Sundays, 7:30-8:30 p.m., 
EST, is reportedly going to be tel- 
evised twice a month beginning 
in June and by next January is 
expected to be on every week. 
Kenyon & Eckhardt, New York, 
is the agency. 

i | 


Although reports that Norte- 
Revista Continental is about to 
fold have been denied by the pub- 
lication, the 48-page January issue 
carried only three and a half 
pages of advertising. An official 
of the publication reports the 
February issue will carry nine 
pages, but that advertising is 
“down considerably” compared to 
1946. The magazine cut its adver- 
tising rates 40% effective January 
and is accepting Latin American 
currencies for advertising. 


Contrary to published reports, 
Toni Co. is not auditioning any 
radio shows at this time. Event- 
ually, the home permanent manu- 
facturer will probably get into tel- 
evision, and is showing a moderate 
interest in available video talent 
and time. However, the company 
has made no decision as to when 
or how it will enter the new me- 
dium. 


DuMont Appoints Loewi 
Executive Director 


Mortimer W. Loewi, executive 
assistant to Dr. Allen B. DuMont, 
last week took over the executive 
directorship of the DuMont Tele- 
vision Network, New York. He will 
revamp network policies. 

Mr. Loewi will continue his old 
duties along with the new ones 
acquired with the resignation of 
Lawrence Phillips, head of the net- 
work. Mr. Phillips will return to 
the management consultant busi- 
ness. 


The MASON MAILMASTER 


SAFETY 
WIRE CLASP 


stock 


‘Wason B 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


SAVES PAPER, 
TAPE, TIME 


... for 


Postal Shipments 
No Wrapping—No Tying, 
65 sizes — 1,000,000 boxes in 


for immediate delivery. 
—Send for Catalogue. 


OX COMPANY 


NEW YORK OFFICE 
175 FIFTH AVE. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SFT-UP BOXES 


Peppere!l Pictures 
Enable Stores to 
Afttord Color Ads 


Boston—Pepperel Mfg. Co. has 
evolved a plan to permit depart- 
ment stores to run _ four-color 
newspaper ads for only the cost 
of the four-color space in roto- 
gravure sections. 

Pepperel has informed dealers 
that it has specially prepared color 
photographs which it will send 
free to the retailers. These photos 
may be sent to newspapers with 
the store’s own copy and layout. 
Pepperel lists 35 newspapers in 29 
cities which can run such roto ads 
and will charge the retailer only 
for space used. 

The sheet manufacturer esti- 
mates the method will for the first 
time permit stores to afford color 
in advertising Lady Pepperel and 
others of its sheets. A saving of 
$1,500 to $2,000 to the store is esti- 
mated for the method. 


Rutland, Gilchrist Named 


Rutland, Gilchrist & Clem Ltd., 
Toronto, has been appointed to 
handle the advertising of Canadian 
Baker Perkins Ltd., Toronto, Can- 
adian affiliate of Baker Perkins 
Ltd., Peterborough, England, and 
Baker Perkins, Inc., Saginaw, 
Mich. 


2 Bi a 
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Cohon Appointed V. P. 


Irving M. Cohon, formerly ad- 
vertising manager of Howard 
Clothes, Inc., has been named a 
vice-president of Redfield-John- 
stone, Inc., New York agency. He 
will work in the men’s fashion 
field, both national and retail. 


71 
\‘This Week’ Names Rankin 


W. Parkman Rankin, formerly 
with Redbook, has joined the east- 
ern advertising sales staff of This 
Week Magazine, New York. Prior 
to joining Redbook, he was na- 
tional advertising manager of the 
Knickerbocker News, Albany, N. Y. 
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Copr. 1949—National Comics Publications, Inc. 


— 


of Dilinelion 


vead NATIONAL COMICS 


Almost 9 of every 10 youngsters between 8 and 20—as well 
as Some 45% of their parents—read comics magazines. 

And 4 of every 5 regular comics magazine readers relax with 
any one issue of National Comics. 
With an 8 million monthly ABC guarantee, The National 
Comics Group—basic buy in the field—is your direct vehicle 
into the bulk-buying families . . . the marketplace “families 
of distinction.” 


THE NATIONAL COMICS GROUP 


Represented by: 


RICHARD A. FELDON & Co., INC. 
205 East 42nd Street, New York 17 
Chicago e Los Angeles e San Francisco e . Portland 
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ADVERTISING AGENCIES 


5150 


ADVERTISERS (manufacturers), PLACED 


11,788 


PAGES OF ADVERTISING 


in these Haire Publications 
during the year 1948 


The 


‘ae. 


HAIRE 


Specialized Merchandising Magazines 7s 


* HOUSE FURNISHING REVIEW 

* HOME FURNISHINGS MERCHANDISING 
* LINENS AND DOMESTICS 

* CROCKERY AND GLASS JOURNAL 

* CORSET AND UNDERWEAR REVIEW 
* FASHION ACCESSORIES 

* INFANTS’ & CHILDREN'S REVIEW 
* HANDBAG BUYER 

* LUGGAGE & LEATHER GOODS 

* NOTION AND NOVELTY REVIEW 

* AIRPORTS & AIR CARRIERS 

* COSMETICS AND TOILETRIES 


q) 


THE HAIRE PUBLISHING COMPANY 


1170 Broadway, New York City 1, New York 
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